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| who follows organization affairs in 
the soft drink industry is mighty happy about 
the way E. Robert Anderson has started his job 
as president of A.B.C.B. The genial, round 
faced Bob (he likes informality), Coca-Cola bot- 
tler in Rochester, N. Y., has already proved him- 
self to be a vigorous champion of sound, progres- 
sive industry policy. In a recent state convention 
speaking trek, which took him to bottlers’ meet- 
ings throughout the country, he strongly advo- 
cated higher pricing, the formation of local asso 
ciations, cooperative advertising and harder-hit- 
ting selling, among other positive approaches to 
bottlers’ problems. And, in informal conversa- 
tions, he has agreed that something ought to be 
done too—and soon—about this industry’s low 
deposit structure. Seems to us that Bob can’t 
help but win a lot of friends for himself and for 
A.B.C.B. 


The idea of local associations, incidentally, 
suggested by many trade leaders as the means of 
enabling bottlers to work out their common prob- 
lems—-apparently is one of the fastest-growing 
movements in the industry today. Reports are 
reaching NBG daily of new local groups being 
formed in every part of the country. Of course, 
this is all to the good but what puzzles us is why 
bottlers didn’t realize years ago that they can 
live happily with one another. Well, better late 
than never. 


We don’t put too much stock in reports that 
the no-deposit bottle is going to make big inroads 
in the soft drink business—simply because the 
entire cost of the no-return package must neces 
sarily be passed on to the consumer. This just 
about nullifies any use of a split-size one-way 
bottle. As for quart-size, no-deposit containers, 
well—there may be limited applications unde 
certain circumstances. Of course, there are °x 
ceptions to the rule, but right now you can count 
them on your fingers. 


We're pleased as punch to report that our es 
timate of a 16°% sales increase for the industry in 
1952 (NBG’s National Sales Survey, Nov. 1952 
issue) is being corroborated by further research 
work and sales reports from bottlers, parent com- 
panies and supply houses. The chief executive of 
one of the leading franchise companies recently 
told us that last year his bottlers showed an over- 
all volume gain “within 1°, of NBG’s estimate.’ 
It’s good to know you're right! 
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More Price Increases Announced; 
Pittsburgh Coke Moves Up 


The price-for-profit movement continued in the 
soft drink industry last month, with more plants 
throughout the country announcing price boosts. 
Among the developments: 

Pittsburgh Coca-Cola Bottling Co., one of five 
Coke plants recently purchased by a group of prom- 
inent investors, went to 96c early last month—about 
a week after the plant changed ownership. 

In New York City, a number of independents 
(Kirsch, Schneider, Silver Fox, Hammer, among 
others) raised prices on 12-0z. merchandise (to 
$1.20 per case) and quarts (to $1.32). 

From Idaho, R. R. West, president of Nehi Bev- 
erage Co., Boise, and W. C. Corning, official of the 
Nagel Beverage Co., Boise, reported that they were 
speaking for 7 plants in their territory in announc- 
ing that there will be an increase in wholesale prices. 
They mentioned that the Boise, eastern Oregon 
area, Was one of the last in the northwest to raise 
wholesale prices. 

In Omaha, all bottlers except Coca-Cola and Dr. 
Pepper have boosted to 96c. 7-Up Bottling Co. of 
Omaha also announced an increase from 96c to $1.20 
in its Norfolk and Columbus county areas. 

In the South, there were some scattered price 
boosts. but nothing that would indicate complete 
desertion from the traditional 80c pricing. 


10c Price Bid Fails At Arkansas Meet 


A resolution that bottlers in the State raise their 
price to a 10c¢ retail level was turned down by 
Arkansas Bottlers of Carbonated Beverages at their 
recent convention. (For full details, see report on 
page 62) 

In the elections, Chaulk White, Pepsi-Cola Bot- 
tling Co., Jonesboro, Ark. was elected president ; 
C. N. Bellingrath, Jr., Coca-Cola Bottling Co., Little 
Rock, vice-president, and Francis Bland, Dr. Pepper, 


Paragould, treasure? 


THE TRADE 


Beverage Taxes Pending In 6 States 


The threat of discriminatory taxation hung heavy 
over bottlers in several states last month. 

As we went to press, discriminatory tax bills 
were pending -in North Carolina, Massachusetts, 
Pennsylvania, Ohio, Arkansas and Washington. 

On the brighter side—-in Montana, a proposed 
drink tax bill was killed by adverse committee report 
in the House. In West Virginia, there was growing 
sentiment for repeal of the State’s beverage tax, 
but bottlers said privately there were no valid hopes 
for such action in the near future. 

In a few States, legislation to permit the use of 


saccharin in lieu of sugar, has been proposed 


Beverage Price Decontrol 
Now "Permanent"; Wage, Flavor 
Base Controls Also Lifted 


Final decontrol of soft drink prices, as distin- 
guished from the suspension announced on Novem- 
ber 20, was authorized on February 6 as a part of 
President Eisenhower’s program to discontinue all 
economic controls considered unnecessary by the 
new Administration. 

There were other OPS actions last month of vital 
interest to bottlers: 


All Wage and Salary control regulations were 








STATE CONVENTION SCHEDULE 


suspended by executive action on February 6. This 
means that compensation adjustments in the soft 
drink industry (and others) may again be com- 
pleted by negotiation between employers and em 
ployees without government supervision, It also 
cancels the need for further study of 9,200 petitions 
pending before the Wage Stabilization Committee. 
Some of them involved soft drink bottling plants. 

On February 25th, OPS decontrolled price ceil- 
ings on all food items. The order in part decontrols 
price ceilings on all food flavoring products, includ- 
ing flavoring extracts, flavors, beverage bases, 


syrups and powders. 


Vendor Prices Decontrolled; 
Service Charges Also Freed 


OPS last month removed price controls on soft 
drinks dispensed from cup vending machines (GOR 
7, Rev. 1, Amdt. 18). (The suspension order of 
November 20 applied only to bottled soft drinks.) 

OPS also issued two orders decontrolling (1) 
prices and rental charges for coin-operated vending 
machines, and (2) charges for servicing such 
equipment 

Pricing was decontrolled, effective February 18, 
by Amendment 16 to Revision 1 of General Over 
riding Reg. 5. Officials of OPS interpret the order 
as also decontrolling rental rates 


Charges for servicing beverage coolers were de 





Ohio Akron Mayflower Mar. 16-17 Mon.-Tues. 
New York New York City New Yorker Mar. 22-23-24 Sun.-Tues. 
West Virginia Charleston Daniel Boone Mar. 23-24 Mon.-Tues. 
Oklahoma Ardmore Lake Murray Lodge Mar. 30-31 Mon.-Tues. 
Maryland Baltimore Southern Apr. 1] Sat. 
Minnesota St. Paul Lowry Apr. 21-22 Tues.-Wed. 
North Dakota Jamestown Gladstone Apr. 24-25 Fri.-Sat. 
South Dakota Sioux Falls Cataract Apr. 27-28 Mon.-Tues. 















controlled effective February 18, by General Over- 
riding Regulation 14, Amendment 40, according to 
OPS officials. 

Soft drinks mixed and dispensed at soda foun- 
tains and other eating places where ceiling prices 
were fixed by restaurant ceiling price regulations 
remained under controls at press time, but early 
decontrol is expected. 


Industry Loses 260 Plants In Year 


260 soft drink plants went out of business during 
1952, according to a recently-completed A.B.C.B. 
survey. 

There were 5,905 
U. S. as of January 1, 1953, the survey indicated. 
This is 260 below the 6,165 
same date last year. 

The 1953 total is 81 above the World War II low 
of 5,824 plants, reported in 1945. 


soft drink plants within the 


plants tallied on the 


Heavy Sugar Distribution Bolsters 
Industry's Plea for Larger Quota 


Sugar distribution during the first six weeks of 
1953 amounted to 836,460 tons, the Agriculture De- 
partment has announced. 

This heavy distribution supports the soft drink 
industry’s position that provision should be made, in 
the annual quota determination by the Secretary of 
Agriculture, for expanding demand and a growing 
population. Instead, the quota for 1953 was set last 
November at 7,800,000 tons 
tons below anticipated needs. 


approximately 400,000 


BOTTLERS ATTEND SCHOOL FOR PROFIT PLANNING 

A four-day management conference, sponsored by A.B.C.B. in New York City last 
month, attracted a number of bottlers interested in the fine points of profit planning 
and cost determination. The 





“course” was conducted for A.B.C.B. by the New York 





SQUIRT SALES MEET 


Over 200 Squirt bottlers attended 
five recent regional sales meet- 
ings at which 1953 Squirt selling 
strategy was unveiled. Emphasis 
was on sales promotions for use 

throughout the four seasons. Di- yt 
recting the meetings were Squirt 
Company President Herb Bishop; 
Vice-President and Sales Man- 
ager Bill Jay: Advertising Man- 
ager Carl Hoffman; Sales Promo- 
tion Manager Hugh McKellar; 
and Assistant Sales Promotion 
Manager Ernest Lowry. 





Canada Dry Increases 
First-Quarter Earnings 


Canada Dry Ginger Ale, Inc., and its subsidiaries 
last month reported a net income for the first three 
months of its fiscal year of $902,543, compared with 
$767,442 in the corresponding period of the previous 
year. 

Net sales for the 


1952 were $18,561,011.10, compared with $18,633,- 


3-month period ended Dec. 31, 
099.69 for the similar period in 1951. 


Hires Sales Up In Final Quarter 


For the 3-month period ending Dec. 31, 1952, the 
Charles E. Hires Co., 
net sales of $1,484,513 


This compares with net sales of $1,301,2 


Philadelphia, has reported 
72, and a net loss of $4,087.47. 
256.57 and 
net loss of $106,705.87 for the similar period in 


1951. 





May Reach 200 Bottle-Per-Capita 

“Per capita consumption of 200 bottles may be 
reached in. 1953,” A.B.C.B. President E. Robert 
Anderson recently predicted. 

He based his estimate on increased public accept- 
ance of soft drinks, increased entertaining in the 


home, and normal increases due to rising population. 


Dr. Pepper Reports 23% Sales Gain 
Net sales of the Dr. Dallas, 

Tex., increased 23 per cent in 1952 during a year of 

President L. M. Green 


Pepper Company, 


expansion for the company, 
reported last month. 

Total net 
This compares with 1951 


earnings for the year were $574,169. 
earnings of $643,787. 

President Green pointed to two factors which 
primarily affected the net earnings figure—increases 


in taxes and depreciation. 





(Continued on Page 8) 





management engineering firm of Stevenson, Jordan and Harrison. To bring highlights 
of the meeting to those unable to attend, A.B.C.B. Accounting Committee is exploring 
the feasability of preparing a conference report to supplement the association's 
present Manual for Profit Planning. 
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— And that spot is 
where the shopper stops 
and picks up an ACM 


carrier of Pepsi-Cola. 


Brilliant colors and eye-catching 
designs, draw attention of the 
shopper to your product. Pepsi-Cola, 
—as reflected in the carriers shown 
here — chose colors and design that 
make their carriers, produced by 
American Coating Mills, on ACM’s own 
White Lined Craft Board, a stand-out 


on the shelf. 


You, too, can dominate shelf-position — 
and come up with a “SHOPPER STOPPER” 
—by using ACM carriers. For further 

information, or a no-cost-to-you consultation on 


your packaging problems, write Beverage Division. 
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Sl wincuess*s job is lo help you please 
help you please all ty pes of people by means of 
taste and aroma cause when vou please 
| 
palates you can’t help but profit! 
And right now is the time for you to get 


ready lo please to reap hig profits when 


summer comes, Perhaps you want to add new 
flavors to your line... or you want to im- 
prove on old flavors. In any case. Pwitehell 
can provide whatever flavor. strength or 


blend you want. And gallon for gallon. or on 


oa 


Twitchell flavors remain 


a per Case basis. 


8 


vour best value quality-wise and price-wise, 

\re you now bottling Twitchell’s 100 Orange 

.. or Black Cherry or WT Grape... or 
Strawberry Cream? Bottlers tell us these four 
new flavors have done wonders to improve thei 
line. 2. . And these are only four among many 
popular, palate-pleasing. 


chell flavors. 


Write us today for prices. 


profit-pulling “Pwit- 


or for samples 


or gallons. Order now and be ready for 


summer. sales with as delicious and as a 


ulass around, 


profitable line as you ll Ver wrap 
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4 years of service to bottters 


CRESTMONT AND HADDON AVES. e® CAMDEN 4, N. J 











Whether your investment in the bottling business 
yields dividends or deficits may depend on the type 
of franchise you hold. Bottlers make money with 
Mission because it offers: 


® 
& Protection eee aname and reputation built by thirty 


years of leadership, based on a high standard of quality that 






makes Mission the best-known and best-liked of all orange 






drinks. 


® Profits eee through simplified, low-cost methods of 


production and distribution to a ready-made market. One 







distinctive bottle for Mission Orange and other popular 






flavors—one name to advertise and sell. 


e Permanence ee» your investment increases in value 


through the years, bac ked by hard-hitting advertising and 





merchandising on a nation-wide scale, 






Your territory may still be open for a Mission Fran- 






chise.. Us “money in the bank” to successful bottlers 






the world over. Write or wire today for information. 


JSSION GRANGE 
mncvicat Merl lve 


MISSION DRY CORPORATION 
Mailing Address: Verminal Annex, P.O. Box 2477, Los Angeles 54, 
General Offices and Plant: 5001 South Soto St., Los Angeles, Calif. 
Divisional Sales Offices: 105 Hudson Street, New York 13; 
510 North Dearborn Street, Chicago 10. 
Canadian Distributor: Mission Orange Canadian, Ltd., 
159 Bay Street, Toronto 1, Ontario, 
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Deposits, Prices, Sales Needs Aired 
At Michigan Meeting 


Key trade problems—prices, deposits and the 
need for better selling—received a thorough going- 
over at the 42nd annual convention of the Michi- 
gan Bottlers of Carbonated Beverages, March 2-4 
in Detroit. Approximately 180 bottlers and supply- 
men attended the meeting. 

Principal speakers at the meeting included 
Thomas F. Mansfield, A.B.C.B.; Dan Burns, Bot- 
tling Industry, and W. F. Reddy, of the Michigan 
Department of Revenue. 

Two panel discussions——-one on current problems, 
the other on production difficulties—were further 
highlights of the meeting. Members of the current 
problems panel were: Robert Duffy, Nehi, Grand 
Rapids; Heimo Mattson, Mattson Beverage, Han- 
cock; Gene Holthaus, 7-UP, Bay City, Mort Fiegen- 
son, Faygo Beverage, Detroit; Bud Proud, O-So- 
Grape, Grand Rapids, and Joe Stowe, Coca-Cola, 
Port Huron. 

Howard Sprague, 7-Up, Flint, was re-elected 


president of the association, along with William 


J. Young, Coca-Cola, Detroit, vice-president. Donald 


Dossin, Pepsi-Cola, Grand Rapids, was elected sec- 
retary-treasurer. 

Appointed directors were: Wilford Adams, 
Chapman Bev., Saginaw; Don Avriett, Vernor’s, 
Battle Creek; Leonard Buckler, Hires, Flint; C. L. 
Achterhoff, Coca-Cola, Muskegon; W. E. Kreger, 
Coca-Cola, Wyandotte, and John Shumsky, Boughey 


Flavors, Traverse City. 





BIG TURNOUT AT NEHI 





Approximately 150 bottlers and their top plant execu- 
tives turned out for a regional sales meeting sponsored 
in N. Y. C. last month by the Nehi Corp., Columbus, 
Ga. Similar regional meetings, at which 1953 advertis- 
ing and merchandising plans for Royal Crown Cola, 
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NEW 3-BOTTLE, 8-BOTTLE CARRIERS ... 





Two “revolutionary” carry-home cartons have been 
introduced by Interstate Folding Box Co., Middletown. 
Ohio. One is a “family size” 3-bottle carrier for auart 
bottles; the other is an 8-bottle carrier for 7- to 12-oz. 
bottles. Both carriers are made of special, tough-back 
board, with water-resistant treatment, and have solid, 
one-piece bottoms with no glue seams. According to 
the maker, the 8-bottle unit will give merchants and 
bottlers '/; more sales at no extra handling cost. The 
3-bottle carrier is said to give the dealer a means of 
displaying and selling 3 quart bottles, \.ithout the 
usual handling problems. 





Montana Bofttlers Elect New Officers 

Charles Weisner, Helena, was electead president 
of the Montana Bottlers of Carbonated Beverages 
at the 33rd annual convention of the association, 
in Butte, February 21. Other officers are: 

William Hess, Polson, vice president ; W. W. Cas- 
sell, Harve, secretary; and R. F. Jorgenson, Great 
Falls, treasurer. 

Named directors were: Carl Yehkind, Bozeman; 
M. P. Godbout, Butte; William Goan, Billings, and 
Sandy Foulkes. Vic Vanhee of Glendive is a_ hold- 


over director. 


Cooperative Advertising Urged 
At Colorado Convention 

E. Robert Anderson, president of A.B.C.B., urged 
the Colorado Bottlers of Carbonated Beverages, at 





REGIONAL MEETING IN NEW YORK CITY... 





Nehi beverages and Par-T-Pak were presented, were 
held in other areas throughout the country. T. H. 
Stanley, vice-president of the Nehi Corp., headed the 
parent company delegation leading discussions aimed 
at building sales volume. 
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Qe Tas Fa 7 


Distinctive, delicious 
and different — full of 
refreshing, tangy goodness 

-to make each tingling, 
bubbly sip a completely 


satisfying taste thrill. Try it! 


EVERY ORDER IS RUSH! 


TWO STRENGTHS 


1 to 10 Juice Type Compound fost orders received before 


2 Ounce Compound noon are shipped the same day 


Kither flavor available in light 


orange or light yellow color 


Crowns furnished on order 


WARNER-JENKINSON MANUFACTURING CO. 


Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas 
ESTABLISHED 1705 2526 BALDWIN ST. @ ST. LOUIS 6, MO 
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TALK OFQQA@THE TRADE 


their 33rd annual convention in Colorado Springs, 
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Sparkling “LIFE” 
is the exclusive franchise drin 


to launch cooperative advertising programs on local 
levels. He said that such a program is now being 
conducted by bottlers in his territory (Rochester, 
N. Y.) with great benefits to all participating. 
James Gooding, Pepsi-Cola Bottling Co., Denver, 
was elected president of the association. Other 
officers are: Joe Occhiato, Pepsi-Cola Bottling Co., 
Pueblo, vice-president, and Charles Furphy, Coca- 
Cola Bottling Co., Salida, secretary-treasurer. 
Directors named were: Dale Shearer, Seven-Up 
Bottling Co., Denver; Bill English, Kist, Denver; 
Frank Buster, Delaware Punch, Pueblo; and John 
srowne, Coca-Cola Bottling Co., Colorado Springs. 


News Briefs 

Big franchise plant in tax-hit West Virginia 
recently filed a petition in bankruptcy. That’s one 
more down. ... Dr. Pepper bottlers will give away 
more than 2 million packets of seeds in a nation- 
you have wanted all along— wide spring promotion. Under the plan (reported 
nk oun eae teve! in detail elsewhere in this issue), a packet will be 
given free with the purchase of each 6-bottle carton 
Here's a high-quality, high demand, 


low-cost lemon lime drink which proudly 
bears the best name in the industry today— 


of Dr. Pepper... . A bill has been introduced in the 
New York State Legislature which would require 
bottlers to “clearly indicate” on labels the percent- 
a name which is easily remembered age of all ingredients and chemical matter used 
, in the product. Chances of the bill’s passage are 
and is repeated every day. I S } g 


“LIFE” is bottled in 7 oz. green ACL bottles, 
available immediately. With “LIFE” goes 
a full advertising program, including 


reportedly slim... . z A new soft drink concentrate 
“Shade”, is receiving extensive promotion in food 
store publications on the basis that dealers “can 
increase beverage profits ten times.”’ Maker stresses 
point-of-purchase and material that “Shade” is economical, needs no sugar, saves 
refrigeration space, and is non-carbonated. It’s 

available in eight flavors. . . . White Rock Corp., 
effective March 17, shifts advertising of its bever- 
ages from Kenyon & Eckhardt to Ellington & Co. 
U.S. Tea Council will spend $1,500,000 in promo- 


for television and radio. 

Here’s a drink you can bottle at a 

cost that will let you price it competitively 
with a good profit margin... 

Territories open to interested bottlers. . . tion this year—its largest budget. . . . Pepsi-Cola 
Write or wire for full details of the 


franchise that can set you up for “LIFE”... 


Company ad manager, Sterling Wheeler, comment- 
ing on Pepsi’s new diet theme, is reported to have 
said that it’s “in tune with the times’’.. . . Canada’s 
soft drink tax continues, and the Canadian bottlers’ 







* association, although discouraged by its not being 
. ag . repealed in the recently-announced 1953 budget. f 
, u simply comments that “we must now commence 
SPARKLING LIFE, Inc. preparation and work in anticipation of the 1954 
Federal Budget”... . : Average weekly earnings ot 


soft drink production workers for December 1952 


(latest figures available) were $57.77 for a 427 






hour week. 


6311 WILSHIRE BLVD., LOS ANGELES 48, CALIFORNIA 
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Groceries, supermarkets, delicatessens, 
food stores—together they make up the 
most important outlet for bottled soft 
drinks—accounting for about 65% of 


the industry’s volume. 





editorial 





THE COVER PICTURE————> 











Rx... Take Correctly! 


J « reported last month, the deposit: situation. ts 


the big topic of interest in the trade. So. this month. 
were devoting this space to an important contro 
versial aspect of the deposit problem. [tis this: 

\ surprisingly large number of bottlers who 
wholeheartedly agree that “something ought to be 
done” about their heavy container losses argue 
however, that the “something” should be a price in 
crease not a boost in deposits. In support of this 
argument. these bottlers contend that any appreci 
able raise in) deposits would force the wholesale 
price so high as to make the handling of soft drinks 
unpopular with the dealers. 

Frankly, this is a specious argument. Not that we 
dont believe in price increases: every \.B.G. reader 
knows that month after month, for the past. six 
vears. we have strongly advocated pricing-for 
profits 

But. we just cannot see any logie in meeting the 
problem of inadequate deposits with a price increase 

In the first place. a deposit: increase is much 
easier to execute than a price imcrease No matter 
how high vou raise your deposit. it will not actually 
cost the consumer (or the dealer) a single additional 
Penny 

Secondly. the basic. and only. purpose of a de 
posit is to induce the return of empty bottles and 
cases for reuse. If current low deposits have failed 
lw accomplish this objective to the point where 
bottlers are not getting sufficient returns of their 


| 
empty containers. and consequently are suffering 


heavy replacement losses, then common business 
sense dictates an increase in deposits not mn prices, 

In refutation of the contention that a deposit 
increase will dull dealer interest in handling our 
products. it is our conviction that dealers can easily 
he sold on a deposit increase because the higher 
deposit will encourage the consumers to return 
empties with greater frequency to the store where 
they made their original purchases. And, is it not 
a particularly pertinent fact that upon returning with 
empties. the consumer almost invariably makes addi 
tional purchases 7 

What the dealer resents. and understandably so, 
is the lack of uniformity in carton, case and bottle 
deposits for the variety of brands he handles, (That's 
where local bottlers’ associations can do a real 
service to the industry and to the retailers! ) 

lo repeat. we are all for price increases We feel 
very strongly that bottlers in those few remaining 
strongholds of the South where stifling 80c pricing 
still prevails. need a price increase above anything 
else. We are further convinced that numerous bot 
ters in high-cost areas, despite the fact that they 
are getting 96e and up. require further price ad 
justment 

But let us be sound and consistent in our thinking 

if we have a container problem, the answer is in 
increased deposits If we have a cost proble m. then 
the solution is higher prices. 

The two are not interchangeable nor should the 


one remedy be taken to cure the other illness! 
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The food store offers the bottler his 
largest potential for increased volume. 
Here are some tried-and-tested pointers 
on how to further develop your busi- 
ness thru this “best” 





soft drink outlet. 


, a bottlers do more business through food 


stores than through any other type of outlet! Ap 


proximately 65°; of total bottled soft drink volume, 
according to continuing N.B.G. surveys, is done 


through food stores. 


That’s certainly an impressive figure-——but it 


How To Build Your 
Food Store Volume... 


should not be interpreted to mean that food store 
sales have reached a peak. In fact, all available 
evidence indicates that the food store today offers 
the bottler his largest potential source of increased 
volume. 


Consider these facts: 


First, most bottlers have relatively “‘spotty”’ dis- 
tribution through supermarkets, grocery stores and 
the like. Local surveys of grocery sales reveal that 
most bottlers have less than 50% distribution in the 
food store outlets in their territories. Any improve 
ment in this poor distribution picture will have the 
effect of increasing sales. Remember, availability is 


the first key to sales. 


Dealers Promoting Beverages 


Secondly, food store operators are becoming more 
and more inclined to promote beverage sales. For 
one thing, higher retail price levels are increasing 
the dealers’ profit margin. Then, many dealers now 
realize that soft drinks are directly responsible for 
developing purchases of other items. Recent surveys 
show that four out of five shoppers will return to 
the same store to bring back empties and to buy an 
average of $1.91 worth of groceries (about one 
fourth of this beverages, three-fourths in other 
items). The New York State Food Merchants Asso- 
ciation, summing up the advantages of promoting 
Soft drinks offer 
better-than-average profits, speedy turnover, and 


beverages, said in effect recently: 


bring customers back to the store. 

Third, people are staying home more these days, 
and are also doing more entertaining at home. Con- 
sequently, consumers are buying greater quantities 
of refreshment items for home consumption. And 
sales to the home market are done principally 
through food stores. 

Fourth, the widening and more intensive use of 
carry-home cartons, plus the introduction of king 
size 12-bottle and 24-bottle carriers, will add con- 
siderably to the beverage volume done through food 
stores. 

There are other reasons, some not readily appar- 
ent, why the food store looms as the bottlers’ big- 
gest potential source of increased volume. For ex 
ample, the inclusion of special, large-size beverage 
compartments in refrigerators currently being 
manufactured will help encourage multiple pur- 


chases of soft drinks. There’s also the fact that 


most food stores have resumed delivery services (it’s 


easier to order than carry large quantities of bot- 
tled beverages). Further, most of the new super- 
markets now under construction feature convenient 
car parking facilities and delivery to-the-car ser- 
vices which also make multiple purchases of soft 
drinks convenient and attractive to the consumer. 
All of these developments naturally will add some 
impetus to the tremendous soft drink business al- 
ready being done through food stores. This is not 
to say that the bottler 
wait for his business to develop. The bottler who 


can afford to sit back and 


wants to get a larger share of food store business 
will have to work for it. He must first go all-out to 
improve his distribution picture, and then develop 
special merchandising and marketing plans tailored 
to the specific requirements of food store outlets 
and attuned to the shopping habits of the consumers 


who patronize them. 


How to Build Distribution 


The first step, of course, is to build up your dis- 
tribution. There are various ways to do this. You 
might offer some sort of prize, incentive or bonus 
to routemen for opening new grocery store and 
supermarket accounts. Or you might promote a 
special give-away—-say, a couple of drinking glasses 
with the purchase of a carton. (This is a proved 
and effective means of getting dealers interested in 
handling your product.) Another good tried-and- 
tested technique is to distribute coupons which are 
redeemable for free bottles of your product at food 
stores. This usually starts a “run” on the stores, 
and dealers not handling your product generally are 
urged to do so by coupon-armed consumers. (No 
dealer likes to say: “‘You’ll have to go to another 
store; we don’t handle this line.”) And you might 
also try sending your crack salesmen—or even go 
yourself—-into those really tough accounts. 

Before doing so however, be sure to check into 
the methods and practices employed by the food 
supermarket chains in your territory on their pol- 
icy regarding purchasing, warehousing, etc. Also 
check to see if there are any independent grocer 
cooperatives, which would indicate possibility of 
centralized purchasing. 

The time, the effort, 
that are involved in strengthening your distribu- 


the persistence and cost 


tion should pay off handsomely in increased volume. 
Remember, as we mentioned earlier, availability is 
the key to beverage sales. 

Your job doesn’t end once you “get in.” There 
are all sorts of ways to develop sales in food store 
outlets where you already have distribution. And 
the more utilization made of these techniques, the 
higher will your sales climb. Incidentally, it’s im- 
portant to note that most food stores today operate 
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on the self-service principle. Which means that the 
product that is attractively-packaged, easy to see, 





and convenient to reach will generally wind up with 





most of the business. Now, let’s consider some of 
the important food store merchandising techniques: 

Eye-Level Shelf Placement—tTry to get your mer- 
chandise displayed at eye level, where it’s easily 
seen by the consumer and convenient for her to 
reach. Tests show that a product displayed at eye 
level moves from three to five times as fast as the 
same or a similar product displayed three feet 
below eye level. 

Displays—-Special displays, in addition to your 
regular shelf display, always help increase volume. 
The kind of display used is not of too much conse- 
quence; what is important is that you get extra 
prominence for your product. It could be a display 
rack, a mass display of cartons or cases, a jumbled 
bottle display, or a tie-in display with related items. 
Efforts should be made to place the display in a 
high traffic area of the store. Of course, you will get 
plenty of competition for extra display space, as all 
grocery product manufacturers constantly vie for 
it. However, your efforts generally will prove more 
fruitful if the display you offer is tied-in with an 
event of timely or local interest, or with a special 
offer of some kind. 


Place Point-of-Sale Material 


Point-of-Purchase Advertising Support—Not too 
much can be said regarding the value of point-of- 
sale advertising support for your product. Since a 
large amount of soft drink purchases are made on 
impulse, anything that tends to remind the con- 
sumer of your product will understandably help 
hypo volume. For this reason, routemen should con 
tinuously strive to place window decals, store front 
signs, counter and wall displays, etc., as well as 
“permanent type” advertising—calendars, thermom 
eters, electric clocks, etc. Some alert bottlers today 
also are placing vending machines in large volum« 
food store outlets. In addition to developing on-spot 
volume, the vending machine also serves as a per 
manent advertising reminder. 

Store Demonstrations, Sampling, Premiums Be- 
cause Many consumers won't buy a product befor 
they try it, attempts should be made to induce the 
public to taste your item. This can be accomplished 

through store demonstrations, sampling, and the 
use of premiums. Such is the value of try-it mer- 
chandising, a growing number of bottlers are cur- 
rently using it as the mainstay of their food store 
promotions—-and with phenomenally successful re- 


sults. 


It’s worth repeating that no other type of outlet 
offers the bottler a larger sales potential than the 


food store. It will pay, therefore, to devote all possl 





ble energies to developing this business 
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The whole nation has gone 
weight conscious! Even men — by 
the millions are counting calo- 

ries, watching calories! Quick to see 
the terrific new market this surge cre- 
ates, Cott, the quality leader of the bev- 
erage industry, has developed a complete 
line of non-fattening, sugar-free beverages 
as delicious as the regular line. Already 
in less than a year they are racking up new 
sales records in the New England and New York 
markets! 
Not intended to compete with regular sugar bever- 
ages, they offer an alert bottler a once-in-a-business- 
lifetime chance to add a terrific extra profit-maker. 


A limited number of franchises to bottle 
Cott Sugar-Free Beverages are available. 
lf you are interested, write, on your 
letterhead, a letter outlining your present 
products, annual volume, territory covered, 
etc. All inquiries will receive prompt 
attention. Write to Barney Cott — Direc - 
tor of Sales, Franchise Dept., Cott 
Beverage Corp., Box 1901, New Haven, 
Conn. 


SUGAR-FREE NON-FATTENING 


DIETETIC BEVERAGES 


6 DELICIOUS FLAVORS 

























AA busy Scots work refreshed 
Z 
Ae  -— Re \ r 
. Wi r\, X AWS ines 
LLIN Yo r Yee Glasgow — ship builder to 
GAs the British Commonwealth, 





manufacturer of hundreds of articles 


sold ’round the world. Bustling, busy 





city. But not too busy to enjoy 













































the pause that refreshes with 

ice-cold Coca-Cola. In Glasgow, as in 
every industrial center, 

they know you work better when 


you work refreshed. 





Local Cooperation— 
Key to Trade Progress 


by IVAN A. NIELSON 


Nehi Beverage Co. 
Los Angeles, Calif. 





Cooperation among bottlers on local 
levels is only cure to such evils as free 
dealing, inadequate pricing and dis- 
criminatory taxation, author maintains. 


0. R INDUSTRY has not kept pace with the increase 
in population, nor has it kept pace with the growth 
of other industries. I submit that the main reason 
for this situation, in fact our main stumbling block 
in keeping pace, has been the lack of bottler co- 
operation—especially on local levels. 

Some of our state and local governments, realiz- 
ing that we are sitting ducks for confiscatory taxes 
when we are not united, have passed them because 
it has been an easy way to raise money. But, in 
those states and communities where there has been 
a deep sense of responsibility and a cooperative 
spirit among the bottlers, these diabolical moves 
have been staved off. It is an everlasting job how- 
ever, and any relaxation on our part means more 
of these stumbling blocks ahead on our road to 
prosperity and economic security. 

Of course all of our problems are not identical 
price and profit per case will not remove all of the 
difficulties. Each of us has problems, which seem 
of paramount importance to ourselves. Maybe it 
is bottle and carton deposits, the bottle return prob- 
lem, product quality, or distribution costs, to name 
but a few—and we become irked to say the least, 
if OUR problem is not solved or OUR ideas accepted 
Sut how long can we expect cooperation in the 
things WE want when we fail to give reasonable co 
operation in the things that are deemed necessary 
by our fellow bottlers? How can we expect to be 
successful if it is the same old story of every man 
for himself ? 

What happens when bottlers fail to get togethe) 
and cooperate with one another? I'll tell vou. None 
of them has any stability 

They can be swayed by the winds of suspicion 
moved by the desire of 


or distrust thes can be 
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taking an unfair advantage—they lean a little 
toward saying unkind and probably untrue things 
about each other—-a smooth talking customer might 
even push them into an under-the-counter price 
deal. 

Now, how can they be given rigidity and 
strength? 

Well, when they join hands and put their heads 
together for their collective interests, they become 
absolutely strong and can no longer be moved in 
any direction to work at odds with each other. 
This is what can happen if we form local associa- 
tions and work together in them. If, however, one 
of our friends decides to pull away, as so often 
happens, he not only weakens his own position, but 
also jeopardizes the stability of the rest of the 
organization, and if they too follow suit, we end 
up right where we started—each attempting to 
stand alone and losing the support he once had 
from his fellow bottlers. So much for cooperation. 

Let’s look at some of the other concrete reasons 
and examples for organizing and wholeheartedly 
supporting local organizations. During the second 
World War when profits were high because limited 
manpower could manufacture and distribute all of 
the beverage we were allowed to make from our 
sugar allotments, we all dreamed great dreams of 
what we would do in the future. As soon as sugar 
and glass were plentiful, we planned to double our 
sales—and' we could see no limits to the great 
volume of business that lay at the end of the rain- 
bow when rationing would end. Then finally, when 
the end of that terrible war came, and we were 
able to again aggressively go in search of business, 
many of the dreams we had built were dashed to 
the ground. 

The merchant no longer begged us for a larger 
quota—our manpower had forgotten how to aggres- 
sively search for sales—it took additional man- 
power and additional training to hold even. Is it 
any wonder then that there followed one of the 
worst price wars we have ever had? Each of us 
seemed to feel that the reason our dreams had not 
been fulfilled and our ambitions realized was that 
our fellow bottler was stealing our business, our 
customers and our sales, through unfair tactics 


and price cuts. And, not to be “outdone”, we began 
meeting deal with deal. This, coupled with post- 
war high taxation, finally brought some of us to 
the realization that once again we had to start 
working together if we were to succeed. We realized 
we must know our fellow bottlers well enough that 
we could discuss our various problems together 
that we could trace down rumors instead of jump- 
ing to conclusions. 

For the past several years our big theme song 
has been “price decontrol’’. Once again all bottlers 
have been building their plans and their dreams on 





(Please turn to page 92) 
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the new 


CEM 4-20 


This new Cem Filler has important changes and im- 
provements all made to give the modest size bottling 
plant greater bottling speeds. 


—built to 


With proper refrigeration this filler gives the bottler 





production usually found in larger, more expensive 


Stainless steel skirting and 


fillers. This means that the Cem 4-20 has “built-in 


syruper guards available 


expansion.”’ By adding cooling equipment the bottler at extra cost 
can appreciably increase his production. 


give YOU 


Other Cem 4-20 features assure easy operation and 















Nearly 2000 bottlers have 


invested in Cem ee: » 
SUCH poPULARITY aa 
| VUST BE DESER\ El 


maintenance . . . quick change-over on sizes and flavors. 
At the same time the traditional Cem qualities have 
been retained. The Cem 4-20 is built to give steady, 
dependable performance without stops and delays no 
matter how hard or long the filler is run. 


faster operation 





If you’re a bottler with an eye for profitable operation 


and future growth . .. get your Cem Representative to ie 
. Built in 3 sizes: 


SUPER CEM 50 « CEM 6-28 
CEM 4-20 


explain how perfectly the Cem 4-20 Filler fits into 
your plans. 


CROWN CORK & SEAL COMPANY 


Machine Sales Division « Baltimore 3, Md. 








To make your brand their first choice 
BOTTLERS JUICES 


USE EXCHANGE 


These quality citrus juice bases give your beverages 
the superior natural flavor and fragrance of fresh 


California oranges and lemons. 


That’s because Exchange Bottlers Orange and 
Lemon bases are made by the Sunkist Growers out of 
choice, juicy citrus fruit grown in the world-famous 
Sunkist groves of California. 


Sunkist Growers 


PRODUCTS DEPARTMENT ¢ ONTARIO, CALIF 

400 West Madison Street, Chicago 6, Illinois 

99 Hudson Street, New York 13, N.Y 
318 Cadiz Street, Dallas 2, Texas 


Kxchange beverage bases are prepared to the strict- 
est laboratory specifications. This combination of supe 
rior fruit and exacting preparation gives you greater 
stability, increased uniformity, extended shelf-life and 


fresh, more natural fruit flavor. 


For full information about these popular, money- 


making bases, write any of the offices listed below: 












BOTTLERS 
JUICES 











How To Develop 
Good Plant Supervisors 





Whether you have one plant manager 
or many in supervisory posts, it's 
important that your “middle-manage- 
ment men” are properly trained to 
handle their jobs efficiently. 


_ bottling plant management is based on 
the idea of a good organization of all plant activi- 
ties and the delegation of authority and responsi- 
bility. To keep all of these activities coordinated 
and to provide for smoother management, a new 
group of management men have assumed increased 


importance. 


Good foremen, supervisors, or middle-manage- 
ment men, as this level of management is called, 
are in demand by progressive bottling plant owners 
and top level executives of the soft drink industry 
Since there is no large reservoir of well-trained 
supervisors, bottling plant owners and executives 
even in the smaller plants—-have found it neces- 
sary to install supervisory training programs of 


their own, 


Regardless of what the training program is 
called, most of the successful supervisory training 
schedules for bottling plant foremen cover these 


five middle-management techniques: 


:. Bde veloping leade rship. 
2. Delegating responsibility. 


3. Assuming authority. 
1. Training workers. 


d Stimulating ( mploye US 
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Middle-management men must be leaders. Usual- 
ly the individual in the supervisory position has 
shown some evidence of leadership ability before 
being promoted. The seed is there—all it needs is 


|. LEADERSHIP TRAINING specially formulated to resist acid, alkali and Sulphide fumes 


a little cultivating. 

One way to develop the leadership of the super- 
visory staff of a bottling plant is to build up their 
importance. When a plant manager or supervisor 
is chosen, it should be made clear to all employees 
that this job is an important, responsible one. And 
when the training program for foremen is an- 
nounced, however small, it should be built up to 
carry extra prestige around the plant. This makes 
the leaders and those with leadership qualities 
selected to participate feel they are recognized. It 
raises their prestige in the plant and makes them 
want to be better leaders. 

Material covered in this phase of the supervisory 


training program shows these middle-management ok. ‘igi 

men how to be leaders—not drivers. Practical . A -—_* —) \4 i? a 

leadership training gives each member of the group —- ears he 

an opportunity to show his leadership ability by ; | =the ume resis elit 
leading the group in discussions of problems facing 


the bottling industry. | | Wigah . 
= ~ ehame 


2. DELEGATING RESPONSIBILITY 


Modern middle-management men do not try to | 
i. ACID TEST ALKALI TEST SULFIDE TEST a S ays 


follow through on every detail. It is important to 
Discs are placed face Discs are placed face Discs are placed face 


show supervisors how to delegate responsibility and down over beaker of | down over beaker of down over beaker of 
; . ‘ ‘ — , . _ trated Hydro concentrated Ammo concentrated Ammo 

to cover the advantages of giving this responsi- a vari 
= chioric Acid for 24 nium Hydroxide for nium Sulfide for 24 


bility to others. hours 24 hours hours 


Foremen in the bottling plant and delivery route 





supervisors must be shown how they can make their 





Fumex is most resistant to acid, alkali, sulfide and chlorine fumes with 
minimum of fading and reaction (see test proofs on photos). 


own work easier if they delegate responsibility. 
Techniques used in training bottling plant fore 


men to delegate responsibility include group dis 
For interior surfaces only . . . for brick, concrete, plaster, wood, 


cussions of cases where a supervisor did and did 
metal. All surfaces to be treated first with Fumex undercoater 


not delegate responsibility. Other conferences center 
around the selection of the best people in the de- White only supplied in semi-gloss finish 


partment for the responsibility to be delegated 


FUME RESISTING ENAMEL B 


Washable ... withstands washings at regular intervals 
3. ASSUMING AUTHORITY 


Sottling plant executives agree that regardless 


Application ... by brush or spray. 


of how much responsibility is delegated the super- 





visor should be held responsible for his work unit FUMEX 
To do this most effectively the supervisor must be ee i in nae 
able to assume authority over his group. 4 A. C. HORN COMPANY, INC., NB 53 
Workers in the plant lose respect for super- 1 Long Island City 1, N. Y. 
visors who do not assume authority. Of course, ; Please send me [—] complete data on 44 
there are some things that should be referred to , FUMEX : 
higher authority, but there are foremen who hesi est. 1897 i (J free copy of your 
one ” assume any authority. | { Hersty od er geaaeaay 
Training is designed to show foremen when and { 
what authority they should assume. In addition, A F C0 Inc 1 name TITLE 
a good bottling plant supervisory training program ® s "9 * ! 
shows the trainees how to assume authority : PT : : E FIRM NAME 
; ‘ : Manufacturers of materials for building maintenance and construction 1 
>}. psc i icies are . _— » sho - e 
Ki lant Ma see es policies ha ee ve 1“ h v LONG ISLAND CITY 1, N.Y. ¢ Los Angeles - San Francisco - Houston ADORESS 
what autnority the foreman nas and when It shouk P 
a pal . . a Chicago-Toronto SUBSIDIARY OF SUN CHEMICAL CORPORATION , city STATE 
be assumed. The how is covered by sharp-angled - 
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MORE POWERFUL 
ENGINES! 


7 high-horsepower en- 
gines! 3 brand-new, with 
increased displacement, 
greater cooling capacity, 
twin carburetion avail- 
able on larger trucks! 








BETTER 
BRAKING! 


Super-safe brakes stop 
smoothly, easily, with 
less pedal pressure! New 
increased stopping abil- 
ity on 1- thru 2!.4-ton 
trucks! 


NEW HORSEPOWER! 
NEW BRAKING POWER! 
NEW EARNING POWER! 


Biggest truck values of the year! 
New, just-announced Dodge trucks 
with features like... 


7 high-compression engines, with 
100 to 171 horsepower, give you 
more ton-miles per hour, more 
deliveries per day! New styling in- 
side and out, tough new floors in 
pick-up and panel bodies, new 
tighter-than-ever tailgates on pick- 
ups and expresses! A total of more 
than 50 brand-new features to 
boost truck earning power! 


More, you get such famous Dodge 
extra values as lightweight alumi- 
num-alloy pistons, rivetless Cycle- 
bond brake linings on all hydraulic 
brakes, moistureproof ignition, 
shot-peened rear axle shafts! Get 
more truck for your money .. . see 
your neighborly Dodge dealer! 











NEW! 
NO GEAR- 
SHIFTING! 


! 
ad 
OVER 50 
FEATURES! 
Truck-o-matic transmis- Reinforced cab construc- 
Fluid tion, larger exhaust sys- 
on !5- tem, new 116” wheelbase 


and 3,-ton models! Saves 
shifting, yet lets you rock 
out of snow, mud! 





14-ton pick-up! Dodge- 
Tint glass, higher output 
heaters available! 


There’s one to fit your job ... Y2-ton through 4-ton. See your friendly Dodge dealer. 


DODGE ‘ob Rilid TRUCKS 
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problems tailored around the particular plant’s poli- 
cies. In the conference on the problem, a great 


deal of emphasis is placed on the best technique 
to use in assuming authority. 


4. TRAINING WORKERS 


In most bottling plants a great deal of the train- 
ing of new and old employees is part of the job of 
the supervisors. One of the true measures of a 
foreman is how well his work unit is trained. 

Training the supervisors how to train is usually 
planned for near the end of the foreman training 
program. This makes it possible to illustrate train- 
ing techniques that have been used in the foreman 
training program. It shows the foreman how the 
method can be put to practical use in training. 

On-the-job training is covered for specific fore- 
man training aids. Background on the company and 
its place in our competitive economy are covered 
to help the supervisors have a better understanding 
of the problems facing top management in the bot- 
tling industry. 

Training workers is one phase of the foreman 
training program that will vary from plant to plant 
and from department to department. Since there 
is such a variance in the training problems, the 
training must be tailored specifically for each bot- 
tling plant and department. 


5. STIMULATING EMPLOYEES 


Middle-management men realize that the rank 
and file of bottling plant workers are not stimu- 
lated by the desire for advancement. Part of the 
training job for the supervisors is to show them 
the motives that will stimulate the regular worker. 

Foremen are shown how to give the employee 
recognition—how to give sincere compliments—-how 
to make the employees feel that they belong to the 
working unit—and how to correct workers when 
necessary. 

To be most effective, this type of training is 
tailored around the individual bottling plant’s prob- 
lems. Examples used to illustrate the problems and 
the techniques for stimulating the workers are 
drawn from the experience of the foremen being 
trained. 

Suggestions are encouraged on better ways to 
stimulate the workers in the bottling plant. The 
supervisory group are shown how to encourage 
ideas from the workers. Then, when a worker has 
an idea for some improvement in the plant, the 
foreman learns how to handle the suggestion so the 
worker feels important. 

Bottling plant executives know how important 
middle-management is for the future success of 
their business. Training that is designed to help 
your supervisors do a better job of handling the 
plant workers is one sure way to future success 


and higher profits. 
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Bulk Sugar 
Handling System Offers 
Important Economies... 


It reduces labor handling, eliminates 
bag cost and product loss due to bag 
breakage, siftage, and sugar left in the 
bag. Also reduces warehouse space 
requirements. 


s# INCREASING number of bottlers are making 
bulk sugar handling installations using a system of 
portable bins manufactured by Tote System, Inc. 
of Beatrice, Nebraska. 

The Tote System is, according to users, an ex- 
tremely flexible method of bulk handling and it is 
adaptable for customers using as little as one Tote 
Bin per day as well as for larger customers using 
a carload or more of sugar per day. Its economies 
result from the bulk sugar discount due to the elim- 
ination of bag cost and from a reduction in labor 
handling cost throughout the plant. 

The Tote Bin also eliminates product loss due to 
bag breakage, siftage and product left in the bag. 
The Tote System, it is further claimed, reduces 
warehouse space requirements and results in im- 
proved sanitation since the air tight aluminum bin 
is not suject to any outside contamination either in 
shipment or in warehousing. 

The Tote System installations are built around 
aluminum Tote Bins which are available in either a 


74 cu. ft. capacity or a 42 cu. ft. capacity. The 










Photo No. 1—Tote Bin installation at Western Bottling 
Co., Spokane, Wash. See story for operating details. 
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Ever Try 
Holding Your 
Hand Over 
A Teakettle 's 
Spout ? 


What has “holding your hand over a tea- 
kettle spout” got to do with washing bev- 
erage bottles? 


We are coming to that — later. 


You see... a lot of folks have been made 

to “sit up and take notice” of the topnotch effi- 
ciency of the Ladewig Bottle Washer’s modern prin- 
ciple of ONLY ONE SOAK TANK which provides 
LONG, CONTINUOUS SOAKING AT HIGH 
TEMPERATURE. 

In an effort to combat the outstanding success of 
the Ladewig Washer, claims are being circulated 
that it is impossible to maintain sufficiently high 
temperature in a single compartment soaker to get 
bottles clean — without excessive bottle breakage. 
But get this: 

The more than 200 bottlers now using Ladewig Bot- 
tle Washers — and they are the ones who should 


know — report that breakage from this cause is 
virtually nil. 


The teakettle photo is used to explain why. As you 


VAPOR CHANNEL 


PREHEATS BOTTLES 
























can see by the drawing below, the soak tank of a 
Ladewig Washer is entirely enclosed, except for the 
small opening where the bottles enter and leave the 
tank, much like the spout on the teakettle. 


As the bottles come from the PRE-RINSE position, 
where they are pressure-washed at 70°F. — they 
enter the hot vapor arising from the soak tank. The 
convective heat developed gradually in the bottles 
as they pass slowly through the vapor, is far more 
effective than any mere squirting or dipping at but 
a single temperature. The hotter the soak solution 
— the hotter the vapor — and the more completely 
the bottles are “tempered” against breakage. 


Mr. Bottler, if anyone tries to scare you with the 
“bottle breakage bugaboo” — just remember this 
message with the teakettle and Ladewig Soak Tank 
illustrations. 


ARCHIE LADEWIG CO., Waukesha, Wisconsin. 


CROSS-SECTIONAL DRAWING 
SHOWING SOAK TANK AND 
VAPOR CHANNEL OF THE 
LADEWIG BOTTLE WASHER 
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NY OF CLEVELAN 
BOTTLING COMPA Ohio 


3209 Chester Avenue, ° 
Telephone: Henderson 2300 


2 


December 23+ 1952 


ts 


tion 
41co Corpora 
wal Box 9933 
Tucson, Arizon® 
en: nt 

Dear Gentlem ¢ paramou 

ty has always been Oe Pinvested, in 
product quali # We believe ™ might aS well be 
importance tO US* 4 savertising B vaty product+ 


an u 
sales promotion | t backed by ® 4 site 
et aecided to take foetal 
we a 
caty control Progrey © ould find. 


out four 
r reating equipment we 


e in our qua 

she best water t of ee 

con d, Infilco 

factors were © yy 
d when 4 


equipment am "was the obvi 


one 
1 a with our set ees nO trouble 
We are we ation we 
of oper 


rat tic 
four — uipment or its ope ons ider it — 
with tmetle atten 1ity. 
very 


ansurance for ma 















én" 

'} 78 Hain Hoo 
a Feliu Jbal 

oe Gneuaudk Salee” 
iL. 


Write for Infilco Bulletin 1823-N. 


FIELD OFFICES IN 26 PRINCIPAL CITIES 








INFILCO Inc. | Tucson, Arizona 


Plants in Chicago and Joliet, Mlinois 








Photo No. 2—Shows sugar at Western Bottling flowing 


into syrup tank. 








an 


larger bin is 3!’ x 4’ x 5’ 9” high and holds approxi- 
mately 3,700 Ibs. of sugar 

The bins are equipped with legs which permit 
handling with standard lift trucks and are capable 
of being high piled. The bin is fabricated from a 
special high strength aluminum alloy and can be 
hermetically sealed. 

The empty bins are sent to the refineries, usually 
by truck, where they are filled and returned to the 
plant. In some cases the bins are filled at the re- 
finery without removing them from the flatbed 
trailer. Installations for discharging the Tote Bins 
vary with different plant layouts. 


Various Installations 


Photograph #1 shows a Tote Bin in place on a 
Tote Tilt mounted on a scale platform at the West- 
ern Bottling Company in Spokane, Washington 
After the Tote Bin is placed on a Tote Tilt the Tilt 
is elevated, usually by means of an electric hoist, 
into discharge position as shown. The small door 


in the back of the Tote Tilt is opened and the key 


(shown hanging on the wall) is inserted through 








a. ee | po 
Photo No. 3—Shows how bins are piled at Western 
Bottling. Some bins. in use over four years, are still 





fully serviceable. 
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Photo No. 4—Tote 
Bin installation at 
Nehi_ Beverage 
Co., Salt Lake 
City. In this plant, 
sugar is elevated 
by means of 
bucket elevator 
and distributed to 
syrup tanks in ad- 
joining room. See 
story for further 
details. 





this opening and the discharge door on the Tote Bin 
unlocked. 

The scale dial is then set to the amount of product 
desired to draw and the starting button for the 
motor driving the screw conveyor in the bottom of 
the Tote Tilt has started. When the desired quan- 
tity of sugar has been drawn from the Tote Bin, 
the scaling mechanism stops the motor driving the 
screw, thus cutting off the flow. 

Photograph #2 shows the sugar at Western Bot- 
tling Company flowing into the syrup tank. 

Photograph #2 shows a bin being high piled in 
the same installation. By high piling Tote Bins in 
this manner it is possible to store nearly 450 cwts. 
in a space approximately 7° x 12’ 6”. A number 
of bins in this operation have been in service over 
four years and from an operational standpoint are 
just as serviceable as the day they were delivered. 

Photograph #4 shows an installation at the Nehi 
Beverage Company in Salt Lake City, Utah. The 
scaling arrangement in this installation is the same 
as described above except sugar is elevated by means 
of a bucket elevator and distributed to any of three 
syrup tanks in the adjoining room by means of the 
cross conveyor. 

In some installations, a slightly different type of 
scaling arrangement is frequently used. In these 
installations, the product is elevated into a scale 
hopper. This scale hopper can be a fixed hopper 





Photo No. 5 — Hill 
Beverage Co., Salt 
Lake City, uses 
smaller 42 cu. ft. 
capacity Tote Bin. 
In this plant, sim- 
ple discharge 
equipment has 
been installed di- 
rectly above the 
syrup tank. 
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It Never 
Pays to 
| Buy 
imitations 


























BUY THE ORIGINAL LIGHTWEIGHT 
SPECIALTY ZEPHYR BODIES... 


You'll find it pays best to buy genuine lightweight Zephyr Bodies— 
and to beware of imitations. Because Zephyrs are the most efficient 


and economical delivery equipment bottlers can buy. 


Specialty-engineered design and construction cut 500 to 1000 Ibs. of 
excess body weight—and assure big savings in gas, oil, tires and 
maintenance. They slash delivery costs because they last longer 


and cost less to operate. 


Made of rust-resistant, hi-tensile steels, electrically welded, they 
outlast and outperform any other body in the fleet. If you want to 
speed up loading and unloading, reduce bottle breakage and cut 
delivery costs, investigate — get the facts from Specialty today. 


Write for Free Catalog 


AZAEPHYR BODIES 


SPECIALTY 
Torresdale & Pennypack Streets 


ENGINEERING co. 
Philadelphia 36, Pa. 
















Original lightweight 
Specialty Zephyr 
Bodies come in 
either patented 
Rack or Rack Pallet 






designs—or engi- 
neered Wood Pallet 
design—to suit your 
exact needs. 























TREEN 
QUALITY 
LASTS 


LONGER 


TREEN BOX 


24 BOTTLE 
BEVERAGE CASE 


KS 






National bottlers and local 
distributors prefer Treen cot- 
tonwood beverage cases— 
the lightest weight hardwood. 
They're strong, durable, and 
fine in appearance! And be- 
cause Treen quality lasts 
longer, they're the most eco- 
nomical cases to use. 


Illustrated from top to bottom: 


24 bottle, slotted partition 
beverage case; 


*, 


4 compartment carry home 
case; 


+8-' pt. bottle delivery 
case; 


12 bottle beverage case. 


We will manufacture any 
type, style or size of bever- 
age case to meet your spect- 
fications. Write or phone 
JEfferson 5-4490 for prices. 


TREEN BOX COMPANY 


TIOGA ano MEMPHIS STS., PHILADELPHIA 34 
‘tAces in Cases’’ FOR OVER 50 YEARS 
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mounted over the desired discharge point or can be 
a traveling scale hopper which can be used to service 
a number of discharge points. This type of scale in- 
stallation can also be equipped with an automatic 
cutoff to stop the flow of sugar when the proper 
quantity has been drawn. 

Photograph #5 shows a Tote installation at the 
Hill Beverage Company in Salt Lake City utilizing 
the smaller 42 cu. ft. capacity Tote Bin. In this in- 
stallation simple discharge equipment has been in- 
stalled directly above the syrup tank. 


Liquid Bin Also Available 


A modified Tote Bin is also now available for 
handling liquids. A relatively new item, it is de- 
signed for handling liquid sugar or for handling 
syrup between syrup plants and bottlers. 


18 Louisiana Bottlers 
Form New Association 

Formation of the Southwest Louisiana Bottlers 
Association by eighteen Louisiana plants was an- 
nounced recently. Purpose of the group is to raise 
standards of the industry in its operating area. 

Leo Gaudin, Jr., Royal Crown Cola Bottling Co., 
Lafayette, has been elected president of the group. 


Other officers are: Ellis Trappey, Trappey’s Bever- - 


age Co., Lafayette, vice president, and Sam Uzzo, 
Eunice Seven-Up Bottling Co., Eunice, secretary 
and treasurer. ~ 

Member plants are: Trappey’s Beverage Co., La- 
fayette; Barq’s Bottling Co., Inc., Lafayette; Seven- 
Up Bottling Co., Jennings; Royal Crown Cola Bot- 
tling Co., Lafayette; Royal Crown Cola Bottling 
Co., Lake Charles; Squirt Bottling Co., Sunset; 
Kunice Seven-Up Bottling Co., Eunice; Teche Bot- 
tling Co., Franklin; Mancuso Bros. Bottling Co., 
Morgan City; Barq’s Bottling Co., Morgan City; 
Grapette-Kist Bottling Co., New Iberia; Delaware 
Punch Bottling Co., Ville Platte; Opelousas Coca- 
Cola Bottling Co., Opelousas; Abbeville Bottling 
Works, Abbeville; Hanley’s Bottling Works, 
Churchpoint; Pepsi Cola Bottling So., Crowley; 
Johnson-Kist Bottling Co., Rayne, and Seven-Up 
Bottling Co., Lake Arthur. 


Teachers Visit Bottling Plants 

School teachers of San Francisco, Calif., are 
given the opportunity one day each year of visiting 
local stores, offices and manufacturing plants in 
order that they may be better informed on suitable 
work for school graduates. They are taken in 
groups through many places of business and given 
an insight into wages paid and opportunities for 
advancement. 

This year, the beverage industry came in for at- 
tention and bottlers are giving consideration to 
opening more plants for visits by teachers next 


year. 
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FROSTIE 


Makes everybody 


HAPPY ! : 


As one of our bottlers recently 





wrote us, ''... glad | inquired 
about the Frostie franchise, as 
up to that time | was just 
another bottler struggling to 
get along." As one super mar- 





ket manager cheerfully com- a 

plained to his Frostie bottler, \ 

". .. the kids around here won't -_-— 
take anything else. . . ."" And, \ co 

as for the hopscotch set, one of = 
them briefly commented, "Yum- f 


my!'" We've got facts and fig- 
ures (we'd like to show you) to 
prove that Frostie outsells all 
other root beers anywhere it's 
sold! And by gosh, that makes 


us happy! IX 


If you'd like a sample of f 


“the sip that sells,"’ drop us fag aihee 
a postcard. Our nearest c~! od J 
field man wit bring + in ~ ye 
and authenticate everything : = 


you've heard! 





12 FULL OUNCES! 


COMPANY 


6424 Baltimece Nat. Pike, Baltimore 28, Md. 
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CLLL LS LS 
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Atlas True Fruit Extracts assure 
highest quality and uniformity 
in your product. Available 
in many concentrations, including 
extra high concentrations 

for extract mar ufacture) 


Free lahorator j consultation invrte d, 


BLACK RASPBERRY - BLACK CHERRY - PEACH + STRAWBERRY - ORANGE - LEMON + LIME + PINEAPPLE + AND MANY OTHER FLAVORS 


FIRST PRODUCERS OF CERTIFIED COLORS 


OHRSTAMRE ¢ COMPANY Enc. 


ESTABLISHED 1651 


89 PARK PLACE. NEW YORK 7 « 11-13 E. ILLINOIS ST.. CHICAGO 11 + 4735 DISTRICT BLVD..LOS ANGELES 11 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S.A. AND THROUGHOUT THE WORLD 














GVW ratings 14,000 to 16,000 Ibs. for this service. Wheelbases 130, 142, 154, and 172-inches 





New International R-160 Series with deck type bottler’s body 


NEW INTERNATIONAL TRUCKS 


BUILT as only ¥A CON build them unequalled performance, ewest maintenance and 


operating costs, maximum driver comfort. 
















The 168 basic New International models embody 


the engineering principles, used in International's Now —the features you want — 
continuing program of truck research and develop- : ok | . 
ment, that have resulted in hundreds of exclusive in America’s most complete truck line 


International features that have meant greate New International styling identified by the IH emblem 


profits for truck buyers. ... Exactly the right power for every job. First truck 
builder to offer choice of gasoline or LP gas with Under- 
writers’ Laboratories listing in 1!»o-ton sizes and other 


PROVED aS only } 4 Can prove them models... Designed by drivers for drivers. Comfo-Vision 


cab with one-piece Sweepsight windshield. New com- 


The 307 features in the New International Truck fort and interior styling .. . Steel-flex frames proved best 
line have been proved in the world’s most advanced in the field... Transmissions to meet any operating re- 
Truck Engineering Laboratory; proved again at In- quirement ... 296 Wheelbases ranging from 102 inches 
ternational Harvester’s 4000-acre desert Proving up... Easy starting and greater fuel economy . . . Wide 
Ground at Phoenix. Arizona. range of axle ratios for all models ... Real steering com- 
fort and control... Sizes from !»-ton to 90,000 lbs. GVW 

rating. Now — See The New IH-Built, IH-Proved Interna- . 


VALUE only Bd Con give you tional Trucks at your nearest International Dealer or 


Branch. 
The New International Trucks offer an unmatched 
combination of values—the right truck for the job, INTERNATIONAL HARVESTER COMPANY « CHICAGO 





International Harvester Builds McCormick Farm Equipment and Farmall Tractors Motor Trucks Industrial Power Refrigerators and Freezers 





Better roads mean a better America 


MITTLUT CLE LUT C 


“Standard of the Highway ™ 
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The sugar-for-bottlers’-use-only will be 
available to the trade July 1, 1953. It will 
improve product quality and help elim- 
inate production snags caused by 
excessive impurities present in sugar. 


by H. E. KORAB 
Technical Service Director, A.B.C.B. 


For many years bottlers of carbonated beverages 
have been asking for a sugar standard that would 
aid them in purchasing granulated sugar that would 
meet the exacting requirements 


more consistently 


necessary for the production of quality beverages. 
Many times, excessive impurities present in sugar 
filler 


ingredients spilled on 


caused foaming at the resulting in 
short-filled bottles, 
bottle 


sediment in the 


have 
beverage 
surface and reduction in speed of operation, 
beverage, off-taste or masking of 


the beverage flavor, off-odor or yeast or bacterial 
spoilage. The tentative standard listed below is not 
conditions will be 


a guarantee that all the above 


eliminated but the purchase of sugar meeting these 


requirements will go a long way in the improve- 


ment of uniform production and quality of bottled 
soft drinks. 

All bottlers are urged to inform 
that on or afte) July 1, 1958, 
“Bottlers’ ” 


cates that the sugar has been tested 


the i) 
they will accept only 


broke rs 
sugar stamped This designation indi- 
and meets the 
industry standard. 

Tentative Standard for “Bot- 


accomplished by 


Development of the 


tlers’’ Sugar Wds representatives 
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EXCLUSIVE MORRIS FEATURES 


®@ Sharp printing for extra punch at 
point of sale 


It's the woman. in the family who goes to the 


supermarket and puts the cash on the line for family 


. . . Store stacking made eas 
groceries. Here, at point of sale, your carrier must have 9 ects Sap 
; Extra strong for multiple trips 


that “extra something” to catch her roving eye—make Trade mark featured on all’ four sides 
‘ ; : Fits all cases—adapted to all packaging 
her stop and pick up your product. Many of the big- machinery 


MT ee 


rest names in the bottling industry add extra sales ap- ey 
i 8 y Morris special rigid, moisture-resistant 


board 
Comfortable for the customer to 
you, too? carry home 


MORRIS MILLS 


135 South La Salle Street »« Chicago 3, Illinois 
CARTON PLANTS SERVING THE BOTTLING 


peal to their product with Morris Carriers. How about 


PAPER MILLS AND INDUSTRY 
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“Getset’ for | 
Spring 
business... 
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The race for spring and summer sales is ready to begin. 

Are you really set to make the most of it? Take Ginger Ale — a 
strong seller year after year. In fact take Virginia Dare Ginger 
Ales... the flavor that's made strong selling Ginger Ales 


for so many years. There's a wide choice of Virginia Dare 

Ginger Ales to suit individual trades. Top sellers are Virginia 
IRGIN ARE Dare #100, the Vintage Ginger Ale sparked by real Jamaica 

Ginger; Ginger Ale #88 .. . the flavor with a bit of a bite; 


Virginia Dare #50... a well rounded flavor favorite. And 
for the market that takes its Ginger Ale “HOT" we suggest 


« 
Gin er Ales Virginia Dare H.B. Ginger Ale. 
J Get a good start on the season's sales! Get set with Virginia Dare 


Ginger Ales! 


Representatives in Principal Cities FE 
if RG! EXTRACT CO., Inc. 


Bush Terminal Building No. 10 
Brooklyn 32, New York 




















of the bottled soft drink and sugar industries. Rep- 
resentatives of the bottled soft drink industry were 
appointed by Alvin G. Beaman, then President of 
the American Bottlers of Carbonated Beverages, 
during the 1951 Spring board meeting, and are as 
follows: 

H. Buttler, Chemical Director, Dr. Pepper Com- 
pany, Dallas, Texas; Dr. B. C. Cole, Technical Di- 
rector, The Seven-Up Company, St. Louis, Mo.; 
Dr. S. C. Galvin, Director of Research, Pepsi-Cola 
Company, Long Island City, New York; C. Gorta- 
towsky, Quality Control Division, The Coca-Cola 
Company, Atlanta, Georgia; J. F. Hale, Manager, 
Bottlers’ Service Dept., Nehi Corporation, Colum- 
bus, Georgia; H. E. Korab, Technical Service Direc- 
tor, American Bottlers of Carbonated Beverages. 

Representatives of the sugar industry are: A. P. 
Anderson, Technical Director, Michigan Sugar Co.; 
W. A. Bemis, Assistant Chief Chemist, Revere 
Sugar Refinery; A. L. Holven, Plant Manager, Cali- 
fornia & Hawaiian Sugar Refining Corp.; Miss 
Mary Hughes, Research Director, Refined Syrups 
& Sugars, Inc.; E. H. Hungerford, General Chem- 
ist, Great Western Sugar Co.; Neil Kelly, Executive 
Director, Sugar Information, Inc.; E. W. Meeker, 
American Sugar Refining Co.; W. G. Raines, 
Hershey Corporation; and Frank Rawlings, R 


1C- 
search Director, The Amalgamated Sugar Co. 


TENTATIVE STANDARDS FOR “BOTTLERS’ ” 
SUGAR 
Effective date July 1, 1953 

The Tentative Standards which follow apply to 
dry granulated sugar only, and are not applicable 
to liquid sugars. Furthermore, these standards 
apply to sugar as produced, immediately prior to 
packing. 

(1) Containers: For protection of the product, 
“Bottlers’”’ sugar shall not be packed in cotton or 
fabric bags but shall be packed in multi-wall paper 
bags or equivalent sanitary packages or bulk con- 
tainers. 

(2) Container Identification: Each container 
shall be marked or coded to make it possible for 
the sugar producer to identify the place of produc- 
tion and date of packing. 

(3) Designation of Type: Each container shall 
be marked “Bottlers’ ”’ 

(4) Ash: The ash content of ‘“‘Bottlers’’”’ sugar 
shall not be more than 0.015°7, (A). 

(5) Color: The solution color of ‘“Bottlers’ ” 
sugar shall not be more than 35 reference basis 
units (A).? 

(6) Sediment: The sediment content of ‘Bot- 
tlers’”’ sugar shall not be more than shown on pre- 
pared sediment disc available from American Bot- 
tlers of Carbonated Beverages, 1128 Sixteenth St., 
N.W., Washington 6, D. C., upon request. 

(7) Taste and Odor: “Bottlers’ ”’ sugar shall have 
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no obviously objectionable taste or odor in either 


dry form or in a 10¢, sugar solution, prepared 


« 
with tasteless, odorless water. cuf costs with 


(8) Bacteriological: “Bottlers’” sugar shall not 
contain more than: . z 
‘ . . . = | 
200 Mesophilic bacteria per 10 grams. gd er 
leeeetemnineeienl icieendietaibehmanammmmentl 





10 veast per 10 grams. 
HALF DEPTH 
10 mold per 10 grams. 


(9) Sampling: “Bottlers’’’ sugar shall be ade- 
quately sampled by the producer immediately prior ‘ | 
to packing to assure compliance with these stand- “A 
ards. 

There are two other aspects of quality which Also handles “carry-home carton” cases 
are of extreme importance to the bottling industry, 
namely: (1) Turbidity, and (2) Floc-producing 
substances. 

Universally-accepted methods of testing for these 
factors have not yet been developed. For that reason 
the foregoing standards do not cover turbidity and 


floc-producing substances. However, as soon as ac- 


cepted test methods and tolerances have been estab- 


lished they will be added to this standard. Mean- 
while, it is imperative that “Bottlers’”’ sugar be 
as nearly free of turbidity and floc-producing sub- 


stances as possible. 





Precautions In Submitting Samples 


Bottlers submitting samples of sugar to A.B.C.B. 
Technical Laboratory or their own laboratory for 
control analysis, must take the following precau- 
tions in collection of samples. 
1. Container—one pint glass jar having a glass 
lid without rubber gasket. Detachable metal lids 
may be used, but the lid should be inverted to avoid 
the possibility of odor from the rubber gasket im- 
pregnating the sugar. Before collection of samples, 
the jars shall be cleaned and then sterilized in an 
oven at 329° F. for one and one-half hours. Steril- | : Bottle Tronster Tongue {optionol) 
ized jars may be obtained from A.B.C.B. Head- ‘ d Adogied.¥é Your losou) 
quarters upon request, providing they are returned. a 


2. Take sugar samples from freshly opened bags 


“~. 


only. To avoid the possibility of collecting dust that 
may have fallen on the outside layer of sugar * e e th 
during opening of the bag, remove top layer of AWMO0 


sugar before collecting sample. 


3. In order that complete test may be run, fill Automatic uncasing up to 500 BOTTLES (6 oz. or 12 02) PER MINUTE 


pint jar to within one inch of lid. 
. : Now, for the first time ‘ » : aa 
4. Label jar with brand name of sugar, manu- ' W ime a simple; efficic nt, low cost uncaser that will fep up production 
facturer, type of container and code mark on bag ; 
VI ) ra ide mark on bag in plants of all sizes (120 to 500 bottles per minute) —- Cut Costs — bottle breakage scuffing labor 


(see item 2 of Tentative Standard 
Write today for complete information on. this sensational new Speed-Safe uncaser 


LIQUID CARBONIC CORPORATION 


3100 South Kedzie Avenue . Chicago »3, INlin 
a4 « ' O's 
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to prove MASONS 





AT OUR EXPENSE—call any one of these 
well known bottlers. Ask their opinion of 
MASON’S. Find out from an unbiased source 
why hundreds of bottlers are making more 
money with MASON’S! Find out why you, 
too, will be wise to consider a MASON’S 
ROOT BEER franchise. 


SEND US THE BILL 
FOR YOUR TELE- 
PHONE CALL TO 
ANY ONE OF THESE 
LEADING BOTTLERS 
AND WE'LL PAY IT! 





America's fastest growing national brand Root MASON & MASON INC 
Beer. Convince yourself! . . . then call, write or tj e 


wire for complete details on a MASON'S franchise. 213 N. DESPLAINES STREET CHICAGO 6, ILL. 
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Root Beer is a 
MORE PROFITABLE! FRANCHIGE 


MISSION ORANGE BOTTLING CO. OF LOS ANGELES 
Alhambra, California ¢ Atlantic 4-3279 


Frederick Z. Reitler 
MASON’S OF CONNECTICUT 


New Haven, Connecticut ¢ Chestnut 8-2158 


C. H. Buckley 


MASON’S ROOT BEER CO. 
Detroit, Michigan ¢ Tashmoo 5-6798 
Tony Stempien 


QUALITY BEVERAGE CO. 
Muskegon, Michigan e 2-2490 
E. H. Hansen 


LINCOLN BOTTLING CO. 
Lincoln, Nebraska ¢ 6-5248 
Walter Winters 


HIGH ROCK SUN SPOT BEVERAGE CO. 
Cincinnati, Ohio ¢ Parkway 2770 
Joseph Sapperstein 


OKLAHOMA BOTTLING CO., INC 
Oklahoma City, Oklahoma e 2-3655 
E. A. White 





New Packaging 
Sparks Old Business 


S ous bottlers are timid about changing their 
packages, even when they admit indicated changes 
would result in improvement. They fear such 
changes might alienate their present customers. 
This fear shackles them into inaction in the face 
of overwhelming evidence in every industry today 
that properly redesigned packages help to increase 
sales. Others are perplexed with regard to how it 
should be done: whether to make changes gradually, 
or to create a brand new design. 

Boller Beverages, Ine. of Elizabeth, N. J., had to 
contend with this problem. They had been in busi- 
ness since 1880, and had used their old-fashioned 
labels until 1942, when they were redesigned by 


Thomas D’ Addario, Industrial Designer. 


SiRCH BLD 








d 
BIRCH BEEF 


rene 
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LABELING CHANGES 


Top—At extreme right is one of the old, original pack- 
ages. The labels had 4 colors and gold bronze. Next 
to it are three representative packages of the first 
redesign changes in 1942. Only 3 colors per label were 
used, and shapes of labels were changed. Below— 
Current labels, redesigned in 1950, feature more in- 
tense color schemes, and action script style of lettering 
in conjunction with a more posterized style of lettering 
for “Boller” and flavor names. 
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CARTON FOR ALL FLAVORS... 


Boller executives and Designer D'Addario agreed it 
would be uneconomical to have a carrier for each 
flavor, 10 in all. Still, to use a general carton merely 
saying Boller Beverages, or even a mere listing of all 
flavors seemed insufficient. In keeping with the car- 
bonated nature of the product, an enlarged bubble 
motif was designed, resulting in a gay, party-like look 
that is appealing. Colors are red and blue on white. 
Crowns on bottle identify contents. 





Self-Service Trend Considered 


Soller decided on modernizing and simplifying 
its labels for solid merchandising reasons. With the 
trend to self-service in food stores, Boller wanted 
a label that would give its package immediate and 
easy identification. 

The specific objectives, according to James M. 
Sidie, Boller vice-president, were (1) to make the 
company name stand out; (2) to create color 
schemes with great appetite appeal; and (3) to 
achieve distinctive, yet simple designs to meet com- 
petition and all the requirements of modern 
packaging.” 

With these aims in mind, designer D’ Addario first 
simplified the color design. Four colors and gold or 
silver were utilized on the old labels; on the new 
labels, the number of colors was trimmed to three, 
with both the gold and silver eliminated. Further, 
label shapes were changed to more modern speci- 
fications; a more graceful neck label was designed, 
and crowns were made more colorful. 

The decisive results of these changes are cogently 
explained by Mr. Sidie. 

“The new label designs were spectacular. From 
production to sales, our entire organization was 
stimulated. We felt our packages were now a match 
for our product, that instead of ham-stringing our 
efforts in distribution, they would aid us. The effect 
on our trade was immediate——dealers who had hesi- 
tated to handle our products because of their back- 
ward appearance were now glad to take on a line 
that added a new zest and sparkle to their shelves. 
Our dealers discovered that the new packages won 
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stands for moisture resistance 


A Beacon for bottlers who want a better carton. 
Special-treated ALL-KRAFT Bottle Master construction 
resists moisture and retains original strength and 
appearance longer. Contact your nearest sales office. 





ATLANTA PAPER COMPANY 


Atlanta 2, Georgia 
AUSTIN, TEX. GREENVILLE, S. C. LOS ANGELES, CAL. NEW YORK, N.Y RICHMOND, VA. — 
William Purdy, 2-4645 Harry Olson, 5-4068 Al Hoppe, Jr., Mutual 3401 145 Fifth Ave A. U. Salomon, 5-4079 
BE Frankel 
COLUMBUS, GA. INDIANAPOLIS, IND. MACON, GA. William J McDonald, Jr SALT LAKE CITY, UTAH 
John Crawford, 3-7620 Kenneth Everett, Plaza 213! Whitney T. Evans, 3-7437 Eldorado 5-7569 Ernest F. Mariani, 9-3744 
DENVER, COL. KANSAS CITY, MO. MEMPHIS, TENN. PORTLAND, ORE. WINONA, MINN. 
Ben G Otto Pfretzschner Connie Armstrong, Jefferson 8311 Max Cobb, 7-6327W Branch Warehouse of C P. McCabe, 3090 
Tabor 6679 Los Angeles Sales Offic 
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with 


() CAPITAL OUTLAY 


ae 
Ne MAINTENANCE 
EXPENSE! 


By now practically all operators of bottling 
plants know about the many advantages and 
economies of the CARDOX System of Bulk 
Liquid COz Delivery and Storage. 


They know how CARDOX COs: is delivered by 
tank truck and pumped by the fon into the 
CARDOX Storage Unit at the plant... How the 
System saves labor— reduces COz consumption 
and losses—eliminates servicing interruptions 
— simplifies operations and cuts costs all along 
the line. 


But some operators don’t yet know that they can 
have all these benefits without spending a penny 
in capital outlay or maintenance. If this sounds 
too good to be true, here's how it's done: 


CARDOX Systems are installed on a supply con- 
tract basis. You don’t have to buy a single item 
of equipment and installations are made by 
Cardox Engineers at our expense. We perform 


CARDOX CORPORATION 


CO? Supply Depots aft: 


Oakland, Calif. 





Norristown, Penna. 
Los Angeles, 


Calif. 








and pay for all normal maintenance. All you pay 
for is the CARDOX COz2 you use, at the very 
reasonable rates established in your contract. 


The CARDOX System is now in use in hundreds 
of efficient, cost-conscious plants. WRITE TODAY 
FOR FULL PARTICULARS ON HOW YOU CAN USE 
IT TO IMPROVE YOUR OPERATIONS. 


*k Based upon reasonable consumption requirements 


CHICAGO 1, ILLINOIS 
Barberton, Ohio Dearborn, Mich. 


BELL BUILDING °* 


Suffolk, Va. St. Lovis, Mo. 
San Diego, Calif. 


. congratulations from W. W. Clements, Dr. 


Phoenix, Arizona Cabin Creek, W. Va. 





ready acceptance with consumers. Soon sales started 


to mount. 
Sales Spurted 2,000% 


“Within a short period of 30 months, sales in- 
creased 2,000%. When sugar quotas were relaxed 
after the end of the war, 
upward 50% more, reaching a new high. 

In 1950, Boller decided to 
again. Why? As Mr. 

“We always keep alert to possibilities of further 
such as subtle and gradual changes 
efficiency. 


our sales again spurted 


” 


re-design its labels 


Sidie explains: 


improvements, 


needed to achieve maximum 
thought in mind we consulted Mr. 


While retaining the 


whenever 
With this 


D’Addario again. basic design 


which he created for us in 1942, he incorporated 
certain changes which strengthened the simplicity 
and individuality of the labels and their color 


schemes. Changes in selling and marketing condi- 


tions necessitate an open mind on the evolution of 
Improvements that may dimly be 


package designs. 


thought of today may become a necessity six months 


hence.” 
Accordingly, in 1950, color schemes were made 
more forceful, a style of lettering without serifs 


and flavor names 
“Sparkling” 


of script. 


name Boller 
“Quality”, and 


eye-catching style 


was designed for the 
The words “Extra Dry”, 
were changed to more 
Some of the copy was removed from bottom to sides 
of label for simplification. This latest change, accord- 
ing to Mr. 


acceptance. 


Sidie, has brought universally favorable 


The Boller line consists of the following bever- 


ages: Ginger Ale, Club Soda, Tom Collins, Cream 
Soda, Birch Beer, Root Beer, Wild Cherry, Rasp- 
berry, Lemon, and Orange. 











“MR. DR. PEPPER OF 1952" REWARDED 


William H. Roberts, Jr., left, of Greensboro, N. C. receives 
Pepper Com- 
pany vice-president and general sales manager, for win- 
ning the title of “Mr. Dr. Pepper of 1952” and a reward 
of 25 shares of company stock. Mr. Roberts manages Dr. 
Pepper zone including North and South Carolina. He 
received his new title in recognition of his territory's 
gaining the highest rate of Dr. Pepper sales increase of 
all the company’s 15 zones throughout the nation last 
year. 
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What's Your Big Problem? 











Bor LERS whose comments appear in this 
column were interviewed at the recent Louisi- 


ana-Mississippi convention, 


“Our big problem 
is that we need an in- 
crease in Wholesale 
price. We are still on 
80 cents and we need 
to get at least 96 
cents. We also need to 
increase the deposit 
from 60 cents, which 
is What it was in 
1932, to $1.20. If this 
ALMAN could be accomplished 





our Worries for the present would be over.’ Sam 
\lman, 7-Up Bottling Co., Gulfport, Miss 


“Cost is one of our 
biggest problems. Re- 
frigeration costs and 
cartons that don’t get 
into the home account 
[or or worst 
troubles. If all the 


cartons that are sold 






got into the homes 


and came back, every- 





HAWKINS 


thing would be fine. 
Some dealers take 
drinks out of the cartons and put them in their 
cooling boxes. All bottlers are interested in get- 
ting as many trips as possible out of their cartons, 
but it has been proved that requiring a deposit re- 
duces sales. What’s the answer?”’——Zed Hawkins, 
Coca-Cola Bottling Co., Meridian, Miss. 


“We're up to 99 
cents on price, so that 
doesn’t worry us any 
more. I think the ma- 
jor problem now is 
the question of de- 
posits. Our deposit 
now is 50 cents, and 
I think it should be 
raised to $1.00. Also, 


I have a small terri- 


@ f 


ROBERTSON ; 
tory, just one and a 





half parishes, and the population in that section 





has diminished by ten per cent during the past 
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DON'T RISK LOSING SALES next summer 
due to lack of bottles . . . Place your order 
for WEDG-WALL Beverage Bottles today! 


Last summer, the weather was hot and soft drink 
demand was high. Yet many bottlers lost out on 
sales because they did not have enough bottles 
on hand. 


If this happened to you, profit from last summer's 
lesson and make sure it doesn't happen again. 
Order WEDG-WALL Beverage Bottles now for 
early spring production. Now is the time Thatcher is 
best able to manufacture and Pyroglaze your 
bottles. 


Contact your nearby Thatcher representative today. 
Or—if you prefer—write, wire or phone Thatcher 
Glass direct. 





hut nO pop , 









THA 


MANUFACTURING COMPANY INC., 





next summer’s beverage bottles 








Porcelain-like 


“PYRO-GLAZE" Label 


Solid Base and Wall 
orm One Strong Unit 





a 


Elmira, N.Y., Streator, 11l., Lawrenceburg, Ind. 


Representatives in Principal Cities 





Elmira, N.Y. 


Soft Drink 
Exceeds $ 


32 


In 1952, bottled soft drink sales, in 
the United States, exceeded one 
billion dollars in wholesale volume, 
for the first time in the history of 
the industry. 


Cola drinks played an important part 
in this record breaking year... 
depending on the territory, Cola 
drinks accounted for up to as much 
as 88% of the total sales. 


If you are bottling one of the leading 
colas, you are getting your share of 
this business. However, if you are 
not bottling a cola, you should make 
plans to bottle Double-Cola in 1953. 


For a great franchise write... 


THE DOUBLE-COLA COMPANY 
CHATTANOOGA 8, TENNESSEE 


THE DOUBLE-COLA COMPANY OF CANADA 
P.O. Box 71—Delorimier Station 
MONTREAL, CANADA 


THE DOBLE-COLA COMPANY OF MEXICO 
CASA GUAJARDO S.A., MONTERREY, N.L. MEXICO 





Hef Sie BMS 


2 


DOUBLE 
COLA 













Volume 
Billion 








few years. Loss of population means loss of poten- 
tial business, but I don’t know what we can do about 
this.” —Joe Robe rtson, Coca-Cola Bottling Co., Inc., 
Homer, La. 


“The percentage of 
bottle loss last year 
was the highest we 
have ever had. Our 
loss ran over a nickel 
a case. I think if we 
could get a uniform 
increase in deposits it 
ne : would be as good as a 
Oe re : : general price in- 


“eag 
crease. I would like to 





HIGHERS 
from 60 cents to a dollar. Cooperation among all 
bottlers would be a big factor in getting the de- 
posit up.””—A. O. Highers, Jr., Dr. Pepper Bottling 


Co., Alerandria, La. 


see the deposit raised 


“Bottle 
and cartons account 


deposits 


for my big problems. 
Prior to the time a 
man has a substantial 
volume of business, 
he is not able to sup- 


port a carton business 





of any kind, unless 





he were selling those 
» : cartons for the price 
LOWERY they are worth, which 
is three cents apiece. After that volume of busi- 
ness is attained, he still cannot afford that addi- 
tional 12 cents a case involved in giving cartons. 
The solution would be to transfer that cost to the 
consumer. The bottle deposit should be raised from 
50 cents to $1.00."——K. L. Lowery, Barq’s Bottling 


Co., Jackson, Miss. 


“In building a new 
route, we have trouble 
keeping the old men, 
those on the previous- 
ly established routes, 
satisfied. It is the 
hardest thing in the 
world to convince 
them that they can get 
the same amount of 
business from a re- 
DANIEL duced territory by 





giving better service. After a few weeks they find 
out it is better, but the trouble is in making them 
see this at the start. When somebody finds an 
answer to this problem, I want to know about it.” 

J. Lee Daniel, Nehi Bottling Co., Shreveport, La. 
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3S OTTLERS whose comments appear in this 
column were interviewed at the New Jersey 
convention. 


“Our big problem is 
that we have a sea- 
sonal business. Our 
plant is located in one 
of the biggest resort 
areas in the country 

and 60°, of our 
volume is done during 
the 12 summer weeks. 
It’s quite a job to get 
sufficient business the 
KAHRS rest of the year. How- 





ever, Atlantic City is now being stressed as an 
all-year-round resort, and this, plus our special fall 
and winter promotions, may eventually help flatten 
out our sales curve.”’—Henry Kahrs, Coca-Cola 
Bottling Co., Atlantic City, N. J. 


“Bottles—that’s my 
problem. Why can't 
dealers accept our 
bottles even if they 
don’t handle the line, 
and have the bottlers 
arrange an exchange? 
Dealers should be ed- 
ucated to redeem all 
bottles. A bottle ex- 





4 change then can be 


LEVINE set up to pick up and 


restore the bottles to their owners. I believe the 





exchange should be operated on an area basis and 
supervised by the state association. I think New 
Jersey can be divided into about five areas for this 
purpose, with an exchange in each area. Think of 
the goodwill we'll get if the consumer can dispose 
of empties in any store.”-—Jack Levine, Goldy Rock 
Beverage Co., Clifton, N. J. 


“As I see it, all my 
problems now are 
centered around the 
one big problem of 
sales. For one thing, 
I am in a highly com- 
petitive area and 
you really have to 
fight hard, consistent- 
lv, to maintain and 





increase business. 

ANTELL What makes this 
problem even more difficult is that it’s almost im- 
possible today to secure adequate salespeople who 
can do a thorough job.”’—-Louis Antell, Minck Bros. 
& Co., Inc., Brooklyn, N. Y. 





(Continued on Page 70) 
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NOT ONLY 
MATHIESON 
DRY ICE 
BUT 
MATHIESO 
DRY ICE 









t friendly service # quick, reliable delivery 


# seventeen convenient warehouses 


Get Mathieson Dry Ice Plus today! 





Call Mathieson at: 


Atlanta, Ga. + Baltimore, Md. « Birmingham, Al * Charlotte,N.C. © Jacksonville, Fle. 
Knoxville, Tenn. © Chattanooga, Tenn. « Greensboro, N.C. * Memphis, Tenn. « Nashville, Tenn. 
New York, N.Y. © Norfolk, Va. « Philadelphia, Po. «© Richmond, Va. « Saltville, Va. 

New Orleans, la. * Washington, D.C. 


MATHIESON INDUSTRIAL 
CHEMICALS COMPANY 


Division of Mathieson Chemical Corporation 





Baltimore 3, Maryland 


MATHIESON 0 








Vending Operation Pays Off 


At Army Camp... 





PATIENT PATRONS 


Overlooking no potential, this pair of coin coolers has 
been installed in a wing of the camp hospital, where 
convalescent GI's and their visitors can enjoy a thirst- 
quencher. 





BUS STATION BONANZA 
Busy spot at Camp Pickett is the bus station, where four 
10-case Westinghouse single-drinkers, standing side- 
by-side, vend 55 cases of Coke daily. This post houses 
281 coin coolers in a variety of locales. 


Ruy to one of the country’s largest and smoothest 
running army camp coin cooler operations is its 
complete cooperation with Exchange (PX) officials 
in the job of filling GI refreshment needs. 

That’s the story at Camp Pickett, Va. 
acre military reservation housing a Medical Re- 


48,000 


placement Training Center, where 281 vendors have 
been installed to serve military personnel. During 
the summer, these machines dispense from 28,000 
to 30,000 cases of Coke monthly——a per capita aver- 
age of better than one a day for this base! 

This vending operation is handled by the Peters- 
burg, Va. Coca-Cola Bottling Works, one of the 
1% plants in the Crass group, which headquarters 
in Richmond. Managed by Charles R. Miller, the 
Petersburg plant supplies seven-day-a-week service 
to Camp Pickett, utilizing the full-time services of 
a route manager, 7 route salesmen, and a service 
repair man, who keeps the coin coolers in top run- 
ning condition—-a feature of Coca-Cola service 
that’s been particularly pleasing to the Army offi 
cials. 

To “keep ’em loaded”, vendors are stocked twice 
or even three times a day in some bustling loca- 
tions. Coin coolers are maintained in apple-pie order 
at all times and kept supplied with cold Cokes, 
factors credited by Manager Miller with produc- 
ing satisfied consumers and keeping the Camp’s pet 


capita consumption high. 


Cooperation “Plus” 


Petersburg Coca-Cola believes in all-out coop- 
eration with Exchange (PX) officials to provide 
the type of efficient service the Armed Forces de- 
mand and deserve, and such cooperation takes 
many forms. For example, when Camp Pickett was 
host to an important gathering of Army officials, 
the Petersburg plant put 57 additional coin coolers 
into operation on the post for the 2 week period. 
These vendors were placed in every barracks where 
officers were housed, irrespective of whether or not 
the location would return a profit 

Requests for additional coin coolers or the re- 
location of machines, originating with PX officials, 
are acted on within 24 hours after they are sub- 
mitted in writing to the bottler. This is a type of 
cooperation which the Exchange says pleases it 


very much. 
Complete Coverage 
With 281 Coke machines in action, soft drink 


coverage at Camp Pickett is quite thorough. In 
addition to the standard military locales, vendors 








ABRASIVE PROOF 


Protects all outer surfaces of carrier. 


PROTECTED CLEANING SURFACE 


Can be cleaned repeatedly without 
damage to exterior surfaces. Cleans 
easily with wet cloth and detergent. 


BEAUTIFIES 


Smooth... Glossy ...Clean... 
Enhances appearance of printed 
carrier. 


DURABLE 


Sturdy... Economical ... Makes 
more trips. 
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24 BOTTLE TAKE-HOME 
BEVERAGE CARRIER 


FEATURES—1. Packs 24 bottles, either loose or four 6-bottle 
carriers, with carrier adjusted to fit your size bottle. 2. Stand- 
ard colors—white and yellow. 3. Hand-holes on both ends 
and in strut for easy handling. 4. Easy to assemble; only 
2-piece construction. Use any standard arm stitcher. 5. Smooth 
bottom safeguards all upholstery, carpeting or tile floors. 
6. Weatherproof solid fibre permits cleaning soiled places 
with damp cloth or sponge. 
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River Raisin soft drink cases are 
RUGGED! They give maximum trip- 
page—more RETURNS for your 
money. Satisfied customers are the 
strongest case for River Raisin soft 
drink cases. River Raisin Experts can 


solve all your container problems. 


RIVER RAISIN PAPER COMPANY - Monroe, Michigan 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS @ PACKING MATERIALS e FIBRE BOARDS 
CORRUGATING STRAW ONE CALL FOR ALL—DIMENSIONAL DISPLAYS 
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can be found in such sites as a wing of the Station 
Hospital, where 2 ten-case Westinghouse machines 
are in action. Another bustling spot is the bus sta- 
tion terminal, where GI’s wait for transportation 
to leave the base. Here 4 ten-case vendors function 
side-by-side, dispensing a total of 55 cases of Coca- 
Cola a day. 

With the Exchange’s utilization of automatic 
merchandising motivated by the desire to provide 
maximum refreshment service for personnel sta- 
tioned at Camp Pickett, Petersburg Coca-Cola has 
found coin coolers an ideal means of helping to meet 
this mission. 

Making cooperation a keystone of the operation, 
and coupling it with efficiency and service, this 
plant has blueprinted a vending success story in 


the military market. 


Frank M. Mason 

Frank M. Mason, 42, Vice President of U. 5S. 
Electrical Motors, Inc., passed away December 27 
of a heart attack. He was general manager of the 
company’s Atlantic plant in Milford, Connecticut. 
Prior to the erection of that plant in 1940, he was 
assistant chief engineer of the U. S. Motors Pacific 
plant in Los Angeles 


A. G. Candler 


Asa Griggs Candler, Jr., 72, a member of the 
family which built Coca-Cola into a soft drink em- 
pire, died January 11. 

He was the second son and namesake of the man 
who founded the Coca-Cola Co. and helped his father 
pyramid the business. Later the younger Candle 
went into real estate, owning at one time 33 apart 
ment buildings and several hotels 

Mr. Candler attended Emory University, where 
he was a classmate of Vice President Alben W. 
Barkley. He underwent an operation at Emory Uni 
versity Hospital in October and had been ill since 
then. His second wife, the former Florence Steph 
enson of Lithonia, Ga., and five children survive 

After graduation from Emory University, Mr. 
Candler went into business with his father in oper 
ating the Coca-Cola Co. His assignments included 
the purchase of land and building of Coca-Cola 
plants in Los Angeles, Baltimore and other cities 

He was responsible for office buildings carrying 
the Candler name in New York, Kansas City, Mon 
treal and Atlanta. He also directed construction in 
Atlanta of the Davison-Paxon (department store) 
Suilding, the Briarcliff Hotel, and the old Capitol 
Theater 

When the Candler interests sold the Coca-Cola 
Co., Mr. Candler remained with the holding com 
pany, Asa G. Candler, Inc., until 1928. He then 
beyan acquiring his own real estate empire in 
Atlanta 
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The All-Family Drink / it 


SO PURE...SO GOOD... 
SO WHOLESOME FOR EVERYONE! 
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Alabama Bottlers Consider 
Prices, Deposits, Bottle Returns 


PO canama soft drink bottlers agree (a majority 
of them, anyway) that deposit increases must come 
and soon. Many of the State association’s member- 
ship who still sell at 80 cents a case (about half) 
are determined, too, that a price increase is in 
order. 

But the 34th annual convention of the associa- 
tion in Birmingham February 8, 9—attended by 
200 bottlers and suppliers— failed to turn up con- 
crete action on either. 

A panel discussion brought forth plenty of sug- 
gestions on what to do about deposits but opinion 
was not united to the proposal point. Three or four 
bottlers went so far as to say they were having 
enough trouble placing stock at the present figure. 

The Coca-Cola plant at Mobile was a notable 
exception. There the deposit has been upped to 60 
cents with virtually no dealer opposition. The com- 
pany’s James Carmichael pointed out, however, the 
price is still 80 cents. The deposit, he explained, 
now figures at 12 cents on the case and the cus- 
tomary 2 cents on the bottle. 

Sanders Rowland, state president and panel 
leader, said the Birmingham Bottlers Association 
has discussed a deposit boost many times but the 
move has not yet been made. Birmingham case 
price is 96 cents. 

Deposits on cartons got a brief going-over, tagged 
as desirable and necessary——but carried no further. 

The question of bottle drives got only a luke- 
warm reception. Maurice Duttera of West Point, 
Ga. Coca-Cola agreed with a suggestion that Boy 
Scouts could round them up but asked how that 
could be done without making dealers sore. Dothan 
Coca-Cola’s Clyde Lovern said neighboring Ozark 
solved that by donating all proceeds of a_ bottle 
drive to the March of Dimes. 

Secretary-treasurer James C. Lee Jr. of Bir- 
mingham Buffalo Rock brought up the problem of 





Alabama bottlers reelected these three top officers:— 
Left to right: James H. Pruett. Dr. Pepper, Gadsden, vice 
president; Sanders Rowland, Coca-Cola, Birmingham. 
president, James C. Lee, Jr., Buffalo Rock, Birmingham, 
secretary-treasurer. 
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truck helpers—*‘too big a turnover,” he said. His 
company now permits the driver-salesman, if he 


works without a helper, to add that pay to his own. 


Mr. Rowland replied, however, loss of helpers 
would increase costs otherwise and reduced sales 


volume would result. 


Price increases, which had figured to occupy much 
of the panel period, never got to the surface. In- 
dividual bottlers in areas where the 80-cent price 
still holds, reserved their complaints for the hall- 
ways. They were rather unhappy with the 80-cent 
holdouts but admitted only united action will do 
the trick. 


The association reelected its three top officers 
Mr. Rowland, president; Mr. Lee, secretary-treas- 
urer; and James H. Pruett, Dr. Pepper, Gadsden, 
vice president. 





Much of the price and deposit discussion at the conven- 
tion was done off the floor, by informal groups of bottlers 
and supplymen. Left to right: J. C. Vines, Coca-Cola, 
Gadsden; Dewey L. Lackey, Consolidated Cork, Birming- 
ham; C. L. Beard, Nehi, Sheffield; Allen Rowell, Liquid 
Carbonic, Atlanta. 





Two new members of the executive committee 
are Griffin) McGinty, Opelika Royal Crown, and 
Elmo Colquitt, Montgomery Dr. Pepper. Holdovers 
are Stanhope E. Elmore, Montgomery Coca-Cola, 
chairman; C. L. Beard, Nehi, Sheffield; John Broad 
way, Double-Cola, Huntsville; James Carmichael, 
Coca-Cola, Mobile; Frank A. Oslin, Pepsi-Cola, 
Tuskegee; James G. Pearce, Nehi, Birmingham; 
Gerald Salter, Coca-Cola, Selma; and T. B. Wilder, 
Nehi, Andalusia. 


The panel leaders were Mr. Roland, Mr. Beard, 
Mr. Duttera, Mr. Oslin, Mr. Lovern, L. W. Wat- 
son, Pepsi Cola, Troy, and M. L. Williams, Nehi, 


Gadsden 


The Alabama Boosters Association elected M. C 
Norman of Mathieson Chemical Corp. president to 
succeed J. L. Herring (deceased). Hank Wilson of 
Owens-Illinois Glass Co. was elected vice president ; 
and James Worley, Pure Carbonic Co., secretary- 


treasurer. 


March, 1953 












LTake-home. favorite 


NuGrape’s rich flavor is a 
top favorite with youngsters 


of all ages. 


Parents like to keep plenty of 
wholesome and delicious 
NuGrape on hand for all 


occasions. 


That’s why NuGrape bottlers i 
everywhere are enjoying big 
take-home sales—by the \\ 


case and carton. 


Why don’t you investigate 


NuGrape today? 
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Increased trippage means increased profits. SSO 
To assure maximum returns for your bottles, VIEL | tet I AKY, 
specify those made by Liberty. Because of AIAN \\\\W% 


Liberty's special FLAME-POLISH, you get WITH LUSTRO-COLOR 


insured appearance, increased toughness, 
longer life and GREATER TRIPPAGE. 





CONSULT US FOR A BETTER BOTTLE BUY! 


Now Available In EMERALD GREEN, GEORGIA GREEN and FLINT 


SAPULPA. OKLAHOMA 











Perwoual | 
Teme = 


4 - 3 én Rctiiadiiactinls ie 








“e® 2 bs 














Clemens W. Dulle, vice-presi- 
dent of the Coca-Cola Bottling 
Co., Jefferson City, Mo., is presi- 
dent of the local Chamber of 
Commerce. ... R. B. Nichols, co- 
owner of the Seven-Up Bottling 
Company of Athens, Ala., was 
married Feb. 7 to Miss Mary Lou 
Bell of Decatur, Ala. ... Harold 
R. Jansing, general partner and 
manager of the Barq Bottling 
Co., San Antonio, Tex., recently 
was named “St. Edward’s Uni- 
versity Father of the Year.” The 
award is given annually to an 
alumnus of St. Edward’s Univer- 
sity who has demonstrated the 
St. Edward’s training which 
prepared him to be “an ideal 
Christian father.” Jansing was 
cited as “a successful business- 
man, an active church and civic 
leader, and a devoted and loving 
husband and father.” 

Carl C. Hudson, of the Seven- 
Up Bottling Company of Lincoln, 
Neb., has been elected to a three- 
year term as a member of the 
board of directors of the Lincoln 
Chamber of Commerce. 

Mahlon G. (Mal) Guthrie, 
president and treasurer of the 
Seven-Up Bottling Company of 
Charleston, West Virginia, has 
been named chairman for Kana- 
wha County, West Virginia, in 
the annual February Heart As 
sociation fund drive, it was an 
nounced recently. ... Clarence B 
Kloppe, president of 7-Up Bot- 
tling Company and an active 
Chamber of Commerce member, 
has been elected a Dallas City 
Councilman, succeeding L. H. 
Rideout, Jr., who resigned. Mr. 
Kloppe is president of a Chamber 
committee promoting a Dallas- 
Fort Worth toll expressway. He 
is a vice chairman of the Cham- 
ber’s central highway committee 
and the Greater Dallas Planning 
Council. 
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Robert T. Jones, III, vice 
president and general manager 
of the Berkshire Coca-Cola Bot- 
tling Company, Pittsfield, Mass., 
and son of “Bobby” Jones, 
famous golfer, has been elected 
president of the Berkshire Sales 
Executives Club... . Paul Gla- 
ser, prominent Seattle, Wash. 
bottler and former ABCB presi- 
dent, and Mrs. A. L. Van Valey, 
well-known lady bottler in the 
Same state, were married Feb. 
6. The newlyweds began their 
honeymoon by attending the Cal- 
ifornia bottlers’ convention! 

Harry L. Deem, one ot the 
four owners of the Seven-Up 
Bottling Co. of Denver, rode his 
Palomino in the Eisenhower in- 
augural parade in Washington, 
LD). C. Deem is a member of the 
Colorado Palomino Patrol 
William S. Heath, sales manager 
of the Carolina Coca-Cola Bot- 
tling Co., Sumter, S. C., has been 
elected president of the local Ro- 
tary Club. 
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BUILDING HIRES SALES ... 


Proved sales producers are these 
three Hires metal signs, now being 
used by Hires bottlers throughout 
the country. The 18” x 56” bevel 
frame size unit (top) features a 44” 
bottle, and has found good applica- 
tion on sides or under counters of 
roadside stands. The 24” Hires 
plaque (center) is being used to par- 
ticular advantage in limited space 
areas. The larger Hires stamped 
stretcher sign (below) features a 
giant 5!/, ft. bottle—one of the larg- 
est ever presented for roadside or 
heavy traffic locations. In many in- 
stances, it is being used as a low- 
cost substitute for wall signs. 


$3 MARCH 


ft clrint 


from real 
yy 012131 


Trucs 





NESBITT’S 1953 CALENDAR . 


. recently distributed to Nesbitt's 
franchise bottlers is made up of four 
pages, each containing an attractive 
seasonal illustration reproduced in full 
color. The first page is shown here 
depicting winter, and containing calen- 
dars for the first three months of the 
year. 
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Dr. Pepper Repeats 
Successful "Spring Seed" 
Promotion 


More than two million packets of 
seeds will be given away by the Dr. 
Pepper Company in a_ nationwide 
spring promotion. The compaign is a 
repeat of a successful 1952 promotion. 

A packet of from 200 to 500 seeds 
is given free with each six-bottle car 
ton of Dr. Pepper. The buyer has a 
choice of four varieties, zinnias, 
bachelor buttons, marigolds, or asters, 
all bred from prize-winning strains 

The promotion, called the “most 
readily-accepted” the soft drink com 
pany has ever staged by Dr. Pepper’s 
advertising manager, A. H. Caperton, 
was launched in February in Califor 
nia, Arizona, Nevada, and Florida 

On March 1, distribution began in 
the Southwestern and Southern states 
Garden lovers from Missouri to the 
Alleghanies will get a chance at the 
free seeds beginning March 15. April 


1 is the starting time for all other 








Flavors now 
available for 


LOW CALORIE 
DIETETIC 
DRINKS 


Flavorex can now supply your flavor needs for 
producing LOW CALORIE SUGARLESS BEVERAGES 
that really taste good. 


COMPLETE BALANCED BLENDS 





(contain the required sweetening 
agents ... easy to use) 


@ PALE DRY e COLA 
@ REAL FRUIT RASPBERRY 
@ REAL FRUIT CHERRY 

@ ROOT BEER 


All you add is the water and acid. 


You can start bottling immediately under your 
own name and get your share of the demand for 
dietetic drinks. 

Remember, Flavorex Low Calorie Concentrates 
contain required amount of sweetening agents to 
produce tastier, well balanced drinks—of the fine 
quality you associate with Flavorex products. 


COMPLETE DETAILS 


Upon request we will promptly send you all 
details regarding label wording, bottling directions, 
and costs. Act now. 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S$. CENTRAL AVE., BALTIMORE 2.. MD. 






















REO 


















q RB t D it 0 L I L i , Bottlers of Carbonated “We should have gone even further. 
00s eposi 5 n 0Cca eve S, Beverages were told last month that however,” he admitted, and raised oul 
4 “local cooperation” is the key to exe- prices too. A 75c deposit is good—and 
i K k 8 i UJ d cuting deposit increases successfully. it’s saving us considerable .money 
entuc y ott ers rge Meeting in 4ist annual convention, but I’d rather see a $1 deposit with a 
; February 19-20 in Louisville, they $1 price.” 
also were advised that united action J. E. Stevens, Staff Editor of “Na- 
Convention hears that local cooperation on local levels also represents the best tional Bottlers’ Gazette”, further ex- 
i BS me . means of solving other trade problems. plored the deposit question, which 
is key to raising deposits successfully. Approximately 200 bottlers and many trade observers believe is cur- 
supplymen attended the two-day meet- rently the No. 1 Issue in the soft drink 
ing. In the elections, Pete Thomas of industry. Stevens asserted that pres- 
Pepsi-Cola and Seven-Up, Hopkins- ent deposit levels (generally 2c per 
ville, was elected president of the as- bottle, 2c to 10c per shell throughout 
sociation, succeeding Orville Howard the U.S.) are “grossly inadequate and 
of Harlan. should be increased so that they more 
Other officers named were J. R. Ker- closely reflect current replacement 
bow, Dr. Pepper, Columbia, first vice- costs of containers”. To help assure 
president; Homer Davis, Royal Crown the success of a deposit boost, he 
Cola, Williamsburg, second vice-presi- recommended that: 
dent, and Fred Welch, Pepsi-Cola, 
Louisville, third vice-president. Cal T Three Major Considerations 






Schmidt, Coca-Cola, Shelbyville, was 























re-elected secretary-treasurer. (1) All bottlers in a community 
Incoming president Thomas said raise simultaneously. “The more bot- 
that bottlers in Hopkinsville and tlers participating, the greater are the 
Madisonville, Kentucky, are now assurances of favorable dealer and 
“happily operating” with a 75c deposit consumer reaction.” 

(3c per bottle, 2c for shell). He de- (2) The new deposit be set at SI 
clared that the new deposit was estab- “Experience has proved this to be the 

lished when bottlers in these commu- most saleable figure.” 
SALES FI Vie) || is HERE! nities “decided their deposit was too (3) An intensive drive be made to 
PREPARE PROPE low and together did something con- collect empties before the announce- 
RLY FOR YOUR structive about it ment of the increase. “This will re- 


BIG PROFIT SEASON WITH 


FRONTIER 


DISPLAY RACKS 
FRONTIER RACKS 


DON’T LET SUMMER MONTHS CATCH ASSURE YOU: 
YOU SHORT ON DISPLAY RACKS! 
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More Drink Sales 
Preferred Location 
Advertising Value 
Quality and Utility 
Display Beauty 


WRITE FOR OUR CATALOG 


RONTIER 


MANUFACTURING COMPANY 


~ DALLAS « TEXAS - 


P.O.BOX 7346 











FOUR WITH A SINGLE THOUGHT 


These four speakers at Kentucky convention all recommended local cooperation 


among bottlers to help solve common problems. Left to right: Pete Thomas, associa- 
tion president; Paul F. Schmidt, Coca-Cola, Shelbyville; J. E. Stevens, Staff Editor of 
“National Bottlers’ Gazette’, and Guthrie Bell, Paris, Kentucky. 
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NEW KENTUCKY OFFICERS 





Orville Howard, left, retiring president of the Kentucky association, extends congratu- 
lations to new president, Pete Thomas. Looking on. left to right, are Cal T. Schmidt. 
secretary-treasurer; Homer Davis, second vice-president, and Fred Welch, third vice- 


president. 





duce the number of empty bottles and 
cases that will have to be redeemed at 
the higher deposit level.” 

Stevens further declared that a de- 
posit increase “is not the only answer 
to the bottlers’ economic problems.” 
He emphasized that many bottlers, 
particularly in the South, still require 
a price increase to put their businesses 
on a sound and stable footing. 

This point was underscored by Cal 
T. Schmidt, the association’s secre- 
tary-treasurer, who reported on a 
price and deposit survey of Kentucky 
bottlers recently completed by his or- 


vanization. 


Price-Deposit Survey Findings 


The survey revealed that the over- 
whelming majority of Kentucky bot- 
tlers are still maintaining the pre-war 
X0c wholesale selling price. Of 89 Ken- 
tucky bottlers involved in the survey 
(there are 112 plants in the state), 
66 are selling at 80c, 11 at 96c, 10 at 
$1.00, 1 at $1,12, and 1 at 70c. Schmidt 
further reported that 56 of the 66 bot- 
tlers at 80c “definitely are not satis- 
fied” with this price, and 14 of the 22 
bottlers selling at between 96c and 
$1.12 “feel their prices should be even 
higher.” 

The inadequacy of deposit levels in 
the state also was indicated by the 
survey. Schmidt said that 61 of the 
bottlers interviewed have a 5@c de- 


posit, 9 have a 60c deposit and 1 a 
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5k8c deposit. 57 of these bottlers, 
Schmidt added, stated their belief that 
they could effect a more realistic de- 
posit through “regional cooperation.” 
Three Kentucky bottlers, all officials 
of local associations in the state, at- 
tested to the soundness of “regional 
cooperation” as an ideal method of 
combatting mutual problems. Hassell 
Tackett of Hazard, Fred Welch of 
Louisville, and Guthrie Bell of Paris 
unanimously agreed, as Bell put it, 
that ‘getting bottlers to meet and eat 
regularly is one of the best things we 
have ever done for our mutual good.” 
Another important trade problem, 
anti-beverage propaganda, was dis- 
cussed by Wilbur Glenn, A.B.C.B. 
official from Columbus, Georgia. 
“Our products have constantly been 
under attack from various doctors, 
dentists and educators as one of the 
possible causes of dental caries,” 
Glenn said. “But I can tell you posi- 
tively that no one has any definite re- 
search or data proving beyond doubt 
that the cavities that sometimes occur 
in our teeth are caused by sugar-con- 


taining foods.” 


Urges Bottlers To Join Fight 


Glenn urged “local interest and lo- 
cal action” to help combat this “per- 
nicious propaganda”. 

“The local bottler and his employees, 
talking to their own dentists, doctors 


and parent-teacher leaders, are in the 


best position to correct erroneous 
viewpoints.” 

To help bottlers in this work, he 
said that A.B.C.B. provides several 
tools, among them: 

(1) Ads for use in state or local 
dental publications by state or region- 
al bottlers’ associations; (2) Public 
Health Series of ads in mat form, for 
use in local newspapers; (8) Reprints 


of ads from professional journals; and 


(4) Booklets and “lessons” reprinted 
from teachers’ magazines. 

Others who addressed the meeting 
were Paul F. Schmidt, Coca-Cola, 
Shelbyville, and John K. Skaggs, Jr., 
of Louisville. 

The convention also viewed two in- 
teresting films‘‘Sam Soda’s Dream” 
(courtesy Owens-Illinois Glass Com- 
pany), and “Story of the Crown Cork” 


(courtesy Crown Cork & Seal Co.) 


The proof is in the TASTE... 


and %efey Fruit Flavors 
are TASTE SUPERIOR! 


Write for samples today! 


e Nifty flavors are made from delicious fresh fruits 


e Nifty flavors are finer . . . fruitier . . 


e Nifty is appealing to everyone . 


. tastier... 


. everywhere 








BLACK CHERRY 


Made from fresh fruit 


Ugly 


4 oz. 





4 o2. 


Uipty 
BLACK RASPBERRY 


Made from fresh berries r@ 
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PINEAPPLE 


A 1-16 concentrate made with imitation flavor 
and natural juices. 


Ugly 








Bottle under name of Nifty or under your own name. 
CROWNS AND ADVERTISING STRIPS AVAILABLE! 


SALIENT FLAVORING CORP, tew von2 nv 
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MILWAUKEE, WIS. 


WAREHOUSE lee 


ST. LOUIS, MO. 








WILMINGTON, DEL 





NEW ORLEANS, LA 


Thetinest 0 nselvi 


HOMESTEAD, PA. 


WAREHOUSE 












WAREHOUSE 





DALLAS, TEXAS 








ewe... AND BOND CROWNS ARE THE FINEST MADE, TOO! 


Sales Offices: 100 East 42 St., New York 17, N. Y. © 16th and Locust Sts., Wilmington 99, Del. * Room 712, Dixie Ter- 
minal Bldg., Cincinnati 12, Ohio* 110 East Wisconsin Ave., Milwaukee 2, Wis.* 3505 So. Carrollton Ave., 


SPARTANBURG, S.C 


New Orleans 18, La. * 1120 Wilshire Blvd., Los Angeles 17, Calif. * Russ Bldg., San Francisco 4, Calif. 


CROWN AnD CORK CO. 






WAREHOUSE 





LOS ANGELES, CAL 


A SUBSIDIARY OF CONTINENTAL CAN COMPANY, INC. 


SAN LEANDRO, CAL. 





Deposits and Other 


“Headaches Spotlighted 
At Oregon Meeting 


, an attendance of 90% of the bottlers in the 
State, and a long list of speakers discussing a vari- 
ety of subjects in addresses packed with good ma- 
terial, the Oregon Bottlers of Carbonated Beverages 
held its best convention at Portland, February 13 
and 14. 


Indicative of the scope of the meeting, the 147 
bottlers and supplymen registered heard E. Robert 
Anderson, A.B.C.B. president of Rochester, N. Y., 
discuss the industry’s major problems; listen to an 
appeal from M. J. Becker, Editor of ‘National Bot- 


, 


tlers’ Gazette”, for more adequate deposits on con- 
tainers; and watch Ben Wells, vice president of 
the Seven-Up Co., put on a sensational performance 
in which he capsuled a course on sales training into 
50 minutes of frenetic activity. (He changed cos- 


tumes three times!) 


The bottlers also heard all about the grocery- 
man’s viewpoint on soft drink sales from Glenn 
Silverthorne, prominent Portland retail grocer, and 
an informative talk on quality control aimed at 
helping bottlers increase production, lower costs 
and improve quality from Stephen J. Gullo, assistant 
vice-president in charge of production control, Pep- 


si-Cola Co. 





Wide variety of trade problems was discussed by 
speakers above. Top, left to right: Robert Stell, Diversey 
Corp.; Geo. Silver, Nehi Corp., and S. J. Gullo, Pepsi- 
Cola Co. Below: Glenn Silverthorne, grocer; Cyril 
Wright, Foster & Kleiser, and W. E. Upshaw, State 
Agriculture Department. 
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Dramatic address on selling with plenty of showman- 
ship, was delivered by Ben H. Wells (right), Vice-Presi- 
dent of Seven-Up Co., with assistance in this “scene” 
from Portland bottler Bill Moore. 





Also appearing on the program were Robert Stell, 
of the Diversey Corporation’s Research and Sales 
Promotion Department, who described the develop- 
ment of a new “Chelating” agent, a substance which 
minimizes scale formation; W. E. Upshaw, of the 
State Department of Agriculture; Portland’s Mayor 
Fred L. 
for Foster & Kleiser, San Francisco; and J. H. 
Helser of J. H. Helser Co., Portland. 


Peterson; Cyril Wright, Director of Sales 


Geo. Silver, vice-president of Nehi Corp., called 
upon the bottlers to renew and refresh their selling 
and merchandising activities. “We need more pro- 
fessional salesmen and fewer order-takers” he 
bluntly declared. The Owens-Illinois Glass Co. 
showed its film on bottle conservation and its Direc- 
tor of Research, Dr. J. H. Toulouse, described the 
proper practices in the plant which reduce bottle 


breakage both in production and in the field. 


Panel Discusses Trade Problems 


The association capped off a full two-days of 
deliberations by devoting an entire afternoon to a 
forum scssion in which the panel members were 


Oregon bottlers Bill Deutsch, Herb Knudson, Gor- 


Film on proper bottle handling was shown to Washing- 
ton conventioneers by Dr. J. H. Toulouse, Owens- 
Illinois Glass Co. 
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FLO-SWEET ENGINEERS have 
the longest experience in the 
liquid sugar industry. From de 
sign of a liquid sugar system 

through operating tech 
niques to finished product 
quality control—Flo-Sweet's un 
matched experience assures 


satisfaction and economy. 













SIX SOUND REASONS | 


for buying liquid sugar 
from the leader 





A QUARTER CENTURY OF LEADERSHIP 


These Flo-Sweet firsts can mean substantial savings 


ENGINEERING “KNOW-HOW” amassed over a quarter for you: 


of a century goes into every Flo-Sweet installation. FIRST to deliver liquid sugar on a bulk commercial 


EQUIPMENT DESIGNS for your particular needs are basis. 


Flo-Sweet contributions to a smoothly functioning liquid 
sugar system 


FIRST to establish complete engineering service in de- 
sign and installation of liquid sugar systems. 


LABORATORY RESEARCH continues to keep Flo-Sweet FIRST to formulate liquid sugars tailored to customer 


liquid sugars and handling techniques in the lead. specifications. 


FIRST to develop product quality control through use 


costs for hundreds of Flo-Sweet users. of liquid sugar. 





FIRST to devise means of preventing surface dilution 
of liquid sugar in storage. 





PRECISE CONTROLS of liquid sugar’s physical and chemi- 
cal characteristics are standard Flo-Sweet procedures. 






FIRST to develop effective means of controlling the tem- 





GUIDANCE in use of regular or special liquid sugars is 


perature of liquid sugar going into production 
another Flo-Sweet bonus 









/ 
2 
3 
4 PRODUCT IMPROVEMENT has increased quality and cut 
| 
6 





Flo-Sweet engineers constantly strive to make Flo-Sweet 
liquid sugars of greater and still greater value They 
will be able to help you. Why not consult them? 





Remember—no other refinery has Flo-Sweet’s 
years of liquid sugar “know-how” 
all yours for the asking! 






























PIONEERS IN LIQUID SUGARS FOR INDUSTRY 
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THE YEAR OUR FLAG HAD 37 STARS 


sy 


[in 1873 when our flag 
had only thirty-seven stars, 
our first bottles were hand 
blown at the rate of a few 
hundred a day. Today, our 
machines turn out more than 


one bottle a second. 





In those 80 years we have faith- 
fully tried to carry out the 
responsibility of being ahead of 
the parade in continuous im- 
provement of beverage bottle 
quality. 

lake advantage of our SO 


vears’ experience to give youl 
product the selling package it 
deserves—a sparkling Duraglas 
Package. No one else can offer 
you the results of such long 
and broad beverage bottle 


manufacturing “know-how.” 


Las BEVERAGE BOTTLES 


Look better-Last longer 


OWENS-ILLINOIS GLASS COMPANY © TOLEDO I, OHIO e BRANCHES IN PRINCIPAL CITIES 





New officers of Oregon association are introduced to 
convention by Deral Jones. nominating committee 
chairman. Other gentlemen, left to right, are: William 
Unrath, president: Fred Konschot, vice-president, and 
Gerald “Spec” Murray, secretary-treasurer. 








don Coleman and Bill Bingham, and N.B.G.’s Edi- 
tor M. J. Becker. A.B.C.B. President E. Robert 
Anderson served as moderator. In this, the bottlers 


explored such questions as jobber distribution, ad- 
vance selling, palletization, free deals, dental prop- 
aganda, and advertising. 

In the elections, the group re-elected William 
Unrath, Coca-Cola Bottling Co., Roseburg, as presi- 
dent. Fred Konschot, Pepsi-Cola Bottling Co., 
Eugene, was named vice-president ; and Gerald Spec 
Murray, Seven-Up Bottling Co., Eugene, was re- 
elected secretary-treasurer. 

Secretary Murray reported the goal of 100° 
membership in the State association to be only 11 
bottlers short. The State has 56 operating plants. 

Named directors were W. R. “Bill” Moore, Port- 
land; Ed Treharne, Seaside; Wm. Deutsch, Port 
land; Gordon Coleman, Eugene, and Wayne Jamison, 
Medford. 


Coca-Cola Co. Receives Award for 
Excellent Management 


The Coca-Cola Co., Atlanta, has been awarded a 
certificate of Management Excellence for the year 
1952 by the American Institute of Management, 
New York. According to Jackson Martindell, presi- 
dent of that non-profit organization, only 330 com- 
panies in the United States and Canada, out of the 
3,000 leading concerns whose methods were studied 
by the Institute, were found eligible to receive the 
designation. This is the third consecutive year in 
which Coca Cola has obtained the A.I.M. award. 

In order to qualify, a company must be given 
7,500 points out of a possible 10,000. These credits 
are assigned for excellence in ten separate areas 
of management—economic§ function, corporate 
structure, health of earnings growth, fairness to 
stockholders, research and development, director- 


ate analysis, fiscal policies, production efficiency, 


sales vigor and executive evaluation. 
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Convention hears that big selling job 
lies ahead, and that industry must 


“look for more drinkers.” 


zt POSITIVE, militant approach to trade problems; 
active, interested and articulate members, and 
a thorough appreciation of the benefits of organi- 
zation are the factors that make the California- 
Nevada Manufacturers of Carbornated Beverages 
one of the best and most effective bottlers’ associa- 
tions in the country. 

This was fully demonstrated at the 30th annual 
meeting of the association at Coronado, Calif., Feb- 
ruary &, 9 and 10. Over 400 bottlers and supplymen, 
many of them from other States, attended the meet- 
ing. 

With the theme, ‘‘Teamwork For Progress’’, the 
convention made forward progress on programs de- 
signed to (1) counter and counteract anti-soft drink 
propaganda; (2) remove dealer objections (espe- 
cially in the grocery field) to the handling of deposit 
bottles by stressing their faculty of bringing cus- 
tomers back to the point-of-sale, and (3) foster the 
growth of the local association movement and en- 
large its group insurance plan. 

On a broader base, the association’s members 
heard several nationally noted speakers discuss na- 
tional politics, the position of the bottler under to- 
day’s economic and regulatory conditions, and other 
facts of the national picture. 


A.B.C.B. Head Urges Sound Pricing 


E. Robert Anderson, Rochester, N. Y. Coca-Cola 
bottler, and president of the A.B.C.B. declared 
bluntly in his talk: “I’m price conscious!” From 
there, he went on to point up the unsoundness of 
trying to meet today’s costs with 1930. prices. 
“Many bottlers I’ve talked to who are still selling 
goods at the old prices showed a decrease in volume 
last year, while others who revised their prices up- 
ward showed an increase,” he said. ‘Most important, 
bottlers who are getting a better price have some 
money to work with, do a better advertising and 
merchandising job, pay better wages and keep their 
plants properly equipped. Whatever price is neces- 
sary to do these things is the right price for our 


products,” he concluded. 


rice Problem Licked, California—Nevada 


ottlers Tackle Other Projects... 


This is no dubious thing to California bottlers; 
the State’s price level is probably the highest in the 
country. In fact, association president Andrew 
Dossett, in his report, said that the main problem 
now facing California-Nevada bottlers is not raising 
the price, but “to look to where we can expect to 
get more drinkers for our products”. He declared 
that large numbers of persons do not consume soft 
drinks, and one of the big jobs ahead is to open this 
vast, but still untapped market. To do this, he urged 
“extra advertising dollars and extra merchandising 
efforts.” 

Another industry speaker who minced no words 
in demanding that bottlers operate like aggressive 
businessmen was W. V. “Smoke” Ballew, of Smoke 
Ballew & Associates, Dallas, Texas. ‘We are chal- 
lenged by the most dangerous, exhilarating and 
richly promising times in our history,” he declared. 
Using charts, he offered proof that the soft drink 
industry is a good business and that development 
possibilities have barely been scratched. 

An extension of this theme was provided by two 
other speakers—-the Hon. P. J. Hillings, Congress- 
man from California’s 25th District and Virgil 
Pinkley, world traveler and editor of the Los 
Angeles Mirror. 


Cites New “Businessman’s Administration” 


The Congressman pointed out that federal wages 
and price controls are being removed by the Eisen- 
hower administration as a solid example that it en- 
courages a free economy. He declared that the Con- 
gress feels it must strengthen our own economy first 
before it does something about the international 
situation. He said further that this is a business- 
man’s administration, cutting across all party lines, 
and every businessman has the responsibility of 
supporting the President. A cut in taxes is likely, 
he said, if we balance the national budget, and he 
believed that could be done this year. 

Mr. Pinkley painted a vivid word picture of the 
European and Middle East situations, and particu 
larly, the plight of the G. I. in Korea, where he 
recently visited. More than anything else he said, 
the country needs to provide its fighting men with 
blood and help cut down on casualties. 

Samples of the advertising sponsored by the as- 
sociation, which stresses the value of the deposit 


bottle in bringing customers back to buy, were 





projected for the convention delegates and the new 
program and schedules outlined. This activity was 
one of four major association projects to be thor- 
oughly aired at the convention. 

Cecil W. Rehnert, Nehi Bottling Co., Stockton, 
Calif., pinpointed several types of anti-soft drink 
propaganda and explained how they can best be 
countered and dispelled. Mr. Rehnert has had con- 
siderable experience in this type of work, experience 
which prompted him to say: “We can’t sit idly by 
and let a few crackpots tear down the reputation of 
our products and stymie our efforts to develop sales. 
If we do, we will pay dearly for our lackadaisical 
attitude.” 

As a new weapon of attack, the association also 
made available to members a new booklet which 
proves that there is no basis in fact that soft drinks 
cause dental caries. 100,000 copies of a previously- 
issued booklet have already been distributed by 
California and Nevada bottlers and circulation of 
the new edition is expected to reach a million. 

An unimpeachable case for the value and need 
for local associations in our industry was made by 
Ivan Neilson, President of the Southern California 
Bottlers’ Association. He demonstrated vividly the 
benefits that result from good organizations; how 
strong they can be when all bottlers cooperate ; how 
they are weakened when even one bottler withdraws 


his support. 
New Officers Named 


Officers and executive Board members chosen to 
head the association for 1953 were: 

President, W. B. Trueman, Seven-Up Bottling 
Co., Santa Barbara; Vice-president, Roy W. Getchel, 
Dr. Pepper Bottling Co., San Francisco; Treasurer, 
Geo. Martinson, Nehi Bottling Co., Orange, and 
Secretary, Geo. Culley, Alhambra. 

Executive Board: Frank Alessio, San Diego; J. L. 
Sispo, Modesto; L. O. Farr, Reno, Nev.; H. W. 
Fawcett, El Centro; Geo. Granthamm, Pittsburg; 
A. J. MacDonald, Los Angeles; J. F. McGregor, Los 
Angeles; G. P. Nettleton, Fresno; A. J. Dossett, 
Paxson, Bakersfield; R. J. Steacy, 
; W. G. Trevorrow, Sacramento; E. O. 
Underhill, Las Vegas; E. Whittington, Merced; 
C. V. Hill, Redding, and Frank Craney, Eureka. 


Los Angeles; C. 
San Jose 


(Convention Pictures Next Page) 
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SOFT DRINK TOAST... 


Newly-elected officers of California- 
Nevada association happily toast 
one another — with soft drinks, of 
course! Left to right are William 
Trueman, President: Roy W. Getchel. 
Vice-President: George Martinson, 
Treasurer, and George Culley. Sec- 
retary. 


SOUNDING OFF... 


Two of the major speakers at the 
convention were E. Robert Anderson, 
left, A.B.C.B. president, and W. V. 
“Smoke” Ballew, prominent industry 
veteran. Anderson urged bottlers to 
do a better advertising and mer- 
chandising job. Ballew told conven- 
tion that industry's growth potential 
is large. 


BOTTLER KISSES BOTTLER ... 


Recognize these happy newlyweds? 
You should. He’s Paul F. Glaser, a 
past A.B.C.B. president, and well- 
known West Coast bottler. She's the 
former Mrs. A. L. Van Valey, also of 
West Coast bottling prominence. 
They were married in early Febru- 
ary. and began their honeymoon by 
attending the California-Nevada 
convention. Congratulations! 


AMONG THOSE PRESENT... 


A California-Nevada convention al- 
ways attracts many leading figures 
in the soft drink industry—and this 
‘year's meeting was no exception. 
Among the numerous franchise com- 
pany officials in attendance were 
Mr. and Mrs. J. T. Hunsaker. He's 
vice-president of Nesbitt Fruit Prod- 
ucts, Inc. 





AT THE CALIFORNIA-NEVADA CONVENTION... 
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PERFORMANCE 


proves the product 


In the bottling room is where the superiority of 
CCS Crowns shows up . . . where Crown’s 
precision methods of manufacture and painstaking 


control of quality pay off. 


CCS Crowns are made to the highest spafidards 
of uniformity. , a 
They give clean, smooth feeding in the 
hoppers. .. fast flow with less friction in 


crown chutes... tight, dependable sealing. 


on your bottles. 


CCS Crowns can be relied on to 
give complete satisfaction. 
From every angle they are the 


best crowns for you to use 





Crown Cork & Seal Company, 
Baltimore 3, Md. Originators 
and World’s Largest Makers of 


Crown Corks. 


Plants at: BALTIMORE © ST. LOUIS e SAN FRANCISCO ¢ LOS ANGELES = Branch Warehouses Throughout the Nation 


MORE OF THEM ARE USED THAN ANY OTHER KIND 
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NATIONAL 
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the ultimate in price change versatility 





t Handles Ic-5c-10c-25c all through one coin 
inlet. 
Converts quickly (on location) from 5c sale 
to 6c-7c or 10c-1L1lc-12c, etc. 


{ Instant plug-in interchangeability with all 
other NATIONAL electrical coin control 
units. 

{ Foolproof: If penny not inserted first all 


coins automatically return. 

{ Complete with NATIONAL’s new 4-in-1 
slug rejector. 

{ All this in addition to other exclusive advan- 
tages of the popular NATIONAL Simplex 
changer. 


To guarantee yourself quick and efficient conversion 
to odd cent sales. You can be sure only when using 
complete National Rejector Assemblies. The initial 
demand is expected to exceed production. Immediate orders 
advised. Contact your vendor manufacturer or one of 


NATIONALS service offices. 


NATIONAL ',// REJECTORS.. 


FOR SERVICE AND SALES, CONTACT THE FOLLOWING OFFICES: 














cee aa yw 3 “te s me ts th 5100 San Francisco Avenue 
ATLANTA. SONIA. Gis Poachtree sweet t — Phone flgin rt CONTROLS St. Louis 15 l Mo. 








DALLAS, TEXAS, 3202 Knox Street Phone. JUstin 2291 
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NEW MODELS 


*“America’s Fourth Salesman” 


Vending took the spotlight in New York last 
month when “New Trends In Automatic Merchan- 
dising’”’ was the subject of a meeting of the Sales 
Executive Club, a group composed of some of the 
nation’s top sales personnel. Principal speaker Rob- 
ert Z. Greene, president of the Rowe Corp., one of 
the country’s major manufacturers and operators 
of vendors, referred to automatic merchandising 
as “America’s Fourth Salesman’’—after retail 
stores, house-to-house, and mail order selling 
noting that machines had grossed 11, billion dol- 
lars in 1952. Observed Mr. Greene: “Sales experts 
claim that one-half of all soft drinks and candy 
bars are bought by people on the move and on im- 
pulse. If these products are not handy to the con- 


sumer when he wants them, he won’t drink or eat 
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a great new cup dispenser—so unique, 
so different, it will set'a new pace in 

automatic merchandising. Néver be- 
fore has any cup drink unit offered 
so many location-pleasing features, 
so many years-chead technical 
advances, so many remarkable 


operator-advantages . 
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IMMENSE 1200 CUP CAPACITY! 
2200 DRINK SYRUP CAPACITY! 
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SIIES) ADVANCED M-12 HERMETIC SYSTEM! 
ae DUOTONIC TAP for “CAPTIVATED CARBONATION”! 
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MICROTHERMIC “INSTANT COLD" REFRIGERATION! 
DYNAMIC CHROME TRIM CABINET! 
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Cole experts spent three years 
developing this exceptional new 
unit and perfecting its wonder- 
fully simple ‘‘Logic-Layout’’ 

design. They put it through hun- 
dreds of tough-location tests to 


be sure it lived up to Cole / sei Me ag A IA ‘ iv 
standards. mH A y= UN md 


i] 


It did. y Huge new Cole-designed cup turrets, with Positive 
The remarkable MAGNIFLO is a PFE) pO Delivery Control, are fast and smooth in opera- 
‘ ' completely new cup dispenser VF , i tion. They keep cups on hand up to twice 


. . a dispenser that stays on the ‘| o>: ey, as long as old style dispensers and cut 

job hundreds of drinks longer WOM service to a minimum. Many dollars 

after each refill ...a unit so- QU once spent for service now wind up 
. foolproof and with such huge ow, 3° as additional PROFIT. 

capacity that it can add hun- & y~Y 

dreds of dollars to your annual 
nef. 
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Drinks will sparkle 3% times longer because of this new concept in cup drink 
carbonation! Modern cup drink dispensers have achieved high carbonation 
volume in the carbonation tank for years. But NOW, the Cole-Spa MAGNIFLO 
‘‘1200"’ delivers full carbonation to the cup virtually without loss . . . putting bottle- 
like “CAPTIVATED CARBONATION" in every drink! Old style dispensers lose 50% 


or more of their carbonation volume between tank and cup by ‘‘beating”’ or ‘‘activat- 
ing’’ to produce foam. But the patented Duotonic Tap can deliver a full 3.9 to 4 volumes 
of carbonation IN THE CUP under most water conditions and can be adjusted to suit 
the drink served. Comparable to the best in bottles, with a fine, longer-lasting head, 
drinks delivered via the Duotonic Tap are your final answer to carbonation problems. 


2200 Drink Syrup Capacity! 
The Cole-Spa MAGNIFLO takes on a bigger 
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Dynamic Chrome Trim Cabinet! 


No Increase In Size! 









Easy-to-install Hot Drink Attach 
ment makes it possible to serve 


both HOT and COLD drinks. 

This is the machine that doesn't 

have cup mechanism and cup 
chamber fitted to the door. No 

Easier to service. 

This is the machine th 
tions with thg 
Cup turrets hing@ 
from machine for eas 
Fittings of stainless steel. 
Choice of changemakers to han- 


dle any combination of nickels, 
dimes, quarters, pennies. 


large vending chamber. Easy 
and inviting to reach into. Germ- 
icidal lamp for sterile vending. 





these other important 
OLE EXCLUSIVES! 


Anti-jackpot switch prevents 
delivery of more than one 











drink per coin. ™~, 
‘\ 
Pressurized syrup flow for prop 
erly metering delivery regard- —7 — = ~ ee 
less of syrup level. CO., atmos ‘ 
phere acts as flavor preserva P 
tive. | 
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is the machine with the 


This is the dispenser built on a 
chassis of welded steel with re- 
movable steel panels .. . the 
sturdiest, strongest machine en- 
gineering ingenuity could de- 
velop. Entire unit bonderized 
against rust. 


This is the dispenser built on 

casters ... completely portable, sss— a 
easy to move and clean. No 

leveling device required. 


SEE AND OPERATE THIS UNSURPASSED ENGINEERING ACHIEVEMENT 
AVAILABLE ON EASY PAYMENT PLAN 


‘COLE PRODUCTS COR 






Executive Offices: 39 South LaSalle St., Chicago 3, Ill. Offices in all principal cities. 





In Canada: Cole Products Canada Ltd., Toronto. 











twice as much when he is able to buy them.’ 
Stating that the creation of new products, innova- 
tions and inventions in the distribution field wil 
give even greater. impetus to automatic merchan- 
dising, he cited the development of paper cups as 
enlarging the vendor’s scope in beverage. sales. 
Taking a look at the future, Mr. Greene forecast 
unattended automatic soda fountains, and revolving 
store fronts which would be standard display win- 
dows by day but turn to become a battery of 
vending machines at night. Other speakers included 


S. E. Phelps, manager of the Pennsylvania Rail- 


road’s Dining Car Service, who discussed that road’s 
current use of vendors to serve passengers aboard 
its trains; and Martin O’Shaughnessey, Manager of 
Food Services for RCA, who described the firm’s 
success in utilizing batteries of automatic mer 
chandisers to provide industrial in-feeding facili- 
ties in its factories. RCA is using a large number 
of both bottle and cup vendors to provide on-the-job 
refreshment for employees. Prior to the meeting, 
guests inspected a display of varied machines, in 


cluding cup vendors 


Cup Machines Push Bottler’s Brands 


Active in cup vending since 1948, Snow Crest 
Beverages, Inc. of Salem, Mass. has seen its route 
in the Boston territory grow steadily until it now 
numbers &8 SuperVends (Navenco Mfg. Co., Dallas 
on location. Bottler Edward Rachins reports that 
the machines are in such varied sites as parochial 
schools, theatres, department stores, and military 
camps, and adds: “However, we find our industrial 
locations are the top outlets for year-round busi 
ness.” This plant uses Polar Cola as its “lead” 
brand in the cup machines, along with such Snow 
Crest flavors as orange, root beer, etc. Specially 
imprinted paper cups serve to further identify the 
bottler’s brand in the consumer’s memory, a factor 
the company claims is reflected by increased take- 
home purchases of Snow Crest bottled beverages in 
retail outlets. While a few theatre stops have a 10c 
drink vendor price in effect, all other SuperVend 


cup machines function at the 5c level. 


lOc Vending For Canada Dry? 

Speaking before the N. Y. Society of Security 
Analysts, Roy W. Moore, president of Canada Dry 
Ginger Ale, Inc., predicted a national dime price for 
bottled soft drinks. In reply to a question from the 
floor about Canada Dry’s automatic merchandising 
plans, Mr. Moore observed that any vending ma- 
chines operated by the company would be “10-cent 


ones or not at all.” 


Military Test Operations 
The Army & Air Force Exchange Service 
(A&AFES plan to operate two test routes of cup 
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REDUCES BOTTLE BREAKAGE 
“Our RCA Uncaser and Washer-Loader is paying for 
itself in labor saving and contributing to bottle life and 
over-all plant efficiency.” 


INCREASES PRODUCTION 
“The first day we used our RCA Uncaser and Washer- 
Loader we bottled 4 barrels more syrup than ever before.” 
“Production on line with the RCA Uncaser and 
Washer-Loader has greatly exceeded the previous best 
record on any of the four lines.” 





BEVERAGE EQUIPMENT SECTION 


RADIO CORPORATION 
of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N./. 


In Canada: RCA V OR npany i ted, Montrec 


Manufactured by ATKRON, Inc. 
Installed by RCA Service Co 


Here's COMPLETE ACCEPTANCE—from 
bottlers operating large, medium, and 
small plants. Let them tell you the im- 
portant results they have had with the 
RCA Uncaser and Washer-Loader. (Their 
names are available on request.) 


CUTS OUT BACK-BREAKING WORK 
“Our new RCA Uncaser and Washer-Loader has 
boosted employee morale greatly.” 


MEASURES UP IN USE 
“Please ship two more RCA Uncaser and Washer- 
Loaders as soon as possible.” 
“My RCA Uncaser and Washer-Loader is a practical 
machine—well engineered.” 
“IT would not be without my RCA Uncaser and 
Washer-Loader for 10 times what it cost.” 


FOR INFORMATION MAIL COUPON NOW! —~——— —— — — — — - 

RCA Beverage Equipment, Dept. 810, Building 15-7, Camden, N. J 
In Canada: RCA VICTOR Company Limited, Montreal. 

| Please send me information on the RCA Uncaser and Washer-Loader 

| 

| Name ‘ Title 

| 

| Company ' . aenemnaniiinani 

| 

| Address_. a : : lee emo 

| 

| City —_ Zone____ State 














vendors for the purpose of obtaining first-hand cost 
data, reported here in December, has been placed 
in effect. Both routes consist of 25 multi-flavor ma- 
chines, with SodaShoppes used at Fort Benning, Ga. 
and Spacarbs utilized at Sheppard Air Force Base, 
Wichita Falls, Tex. Selection of equipment was made 
by the local Exchange (PX) Council at each post, 
which owns the equipment outright. Some of the 
Spacarb units at Sheppard Field incorporate a hot 
drink attachment, enabling the vendors to pick up 
extra sales when chill breezes blow. 


OPS Ceilings Off Bottle Vending 


Although price controls on bottled soft drinks 
were suspended back on November 20th, the OPS 
order did not apply to retailing via automatic mer- 
chandisers. For the record, on February 5th OPS 
got around to suspending controls for such beverages 
vended through coin coolers. Trade circles anticipate 
an accelerated use of dime bottle vendors in those 
territories where $1.20-and-up wholesale case prices 


are in effect. 


Pepsi Bottlers View °53 Equipment 

A variety of bottle and cup vendors, as well as 
manual coolers, were on display at the recent meet- 
ing of the Pepsi-Cola Bottlers Assn. at the Hotel 
Sherman, Chicago. In the coin cooler field, single- 
drink units included the Jacobs (Detroit), Vendor- 
lator (Fresno), and Mills (Chicago) units; while 
Mills also unveiled a new 3-flavor machine. Among 
cup vendors on view were a_ single-drink Lyon 
(N. Y.), and the multi-flavor Spacarb (Stamford, 
Conn.) and SodaShoppe (APCO, N. Y.). Open-top 
manual coolers on display were S. & S. (Lima, O), 
Artkraft (Lima, O.), and Beveo (St. Louis) models, 
with a strong representation of portable picnic 
coolers including the Progress (Louisville), Atlas 
(St. Louis), and a collapsible plastic version made 
by Domestic Film Products (Millersburg, O.). Also 
shown was a picnic cooler of Pepsi’s own design, 
which will probably be built by S. & S. Products. 
This box featured an aluminum outer finish and 
stainless steel lining, holding 18 bottles and a sand- 


wich tray. 


Mills Triple-Flavor Coin Cooler 

Making its debut at the Pepsi-Cola Bottlers Assn. 
meeting was a model of Mills Industries’ (Chicago) 
new 3-flavor bottle vendor. Manually activated by 
a lever, this upright unit has a 120-bottle capacity, 
holding 60 drinks of one “lead” selection (such as 
Pepsi) along with 30 of each of the other two 
flavors. Mills has previously limited its production 
to single-drink coin coolers, used by a number of 
franchise bottlers, such as Coca-Cola, Pepsi-Cola, 
7-Up and Dad’s Root Beer. While no production 
schedule was announced for the 3-drinker, its bow 
points up the fact that Pepsi’s recent addition of 
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the Schweppes line has that parent company think- 
ing in terms of selective bottle vending. 


Vending In Federal Buildings 

Bottlers who have installed drink machines in 
Federal sites will be interested in some recent rul- 
ings of the Comptroller General. Last summer, in 
response to a question raised by the placement of 
vendors in F.B.I. offices, a decision (B-111086, Aug. 
29, 1952) held that commissions obtained from the 


installation and operation of vending machines on - 


Government-owned or controlled property are funds 
received “for the use of the United States’. As such, 
they are required to be deposited into the U. S. 
Treasury as miscellaneous receipts, and may not be 
used to finance employee welfare and _ recreation 
activities. Since a number of drink vendors are 
utilized in Post Office buildings, the Postmaster- 
General requested a further ruling, which was made 
as B-112840, Dec. 10, 1952. This held that if such 
machines are operated by blind persons as a part of, 
or in conjunction with a refreshment stand, such an 
installation is authorized under the Shepperd-Ran- 
dolph Act. Profits accrue to the blind person, and 
the Comptroller General ruled that “it would appear 
immaterial whether the vending machines are situ- 
ated adjacent to a vending stand or located in some 
other part of the building.”” However, in instances 
where contractual arrangements were made by local 
postal employees with administrative approval for 
the installment purchase, installation and operation 
of vending machines at various post offices (with 
the understanding that proceeds would be retained 


by employee groups), it was held that legal authority 





HOBBY SHOP STOP 


Adjacent to a hobby supplies shop in Ft. Dodge, Iowa, 
this Ideal vendor finds plenty of traffic for 7-Up and 
a line of Dodger flavors. Popcorn purchases promote 
thirst-quencher trade at the coin cooler. 
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TO 
ADVISE THE BOTTLING INDUSTRY 
AND THOSE BOTTLERS WHO HAVE PURCHASED 


Ideals 


IN THE PAST, 


THAT 
| 


liceal 
HAS 


ADOPTED A POLICY FOR ‘53 
AND THE FUTURE 
OF ESTABLISHING 


BEVERAGE BOTTLERS AS ‘DEALERS’’ FOR IDEAL EQUIPMENT. 


Requesting 


BOTTLERS, a MINDED, 
in ‘‘deeds”’ as well as ‘‘words”’ 


TO QUALIFY. 


ONLY 


DEALERS 


will market Ideal vending equipment. Establish your plant as a ‘dealer’ today. Phone our 
district manager in charge of your area, or, the general sales offices at Bloomington, 8078. 


A NEW DAY HAS DAWNED 


IN 
VENDING 
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AN ADVERTISING IDEA 
THAT WILL COST YOU 
LITTLE OR NOTHING! 


plan to offer 


‘es epri d summer, 
This spring an de-marked 


our own tra 
It's a terrific, sales 
idea. It’s the simplest, 
to serve 


your customers 
portable coolers! 
tested-and-proved 
easiest and most efficient way “si 
cold drinks when you're miles away fro 


an electrical outlet! And, you can ppc 
this plan pay it’s own way . a. 
the plus-value of your own ped v a 
ing! For details, write at once to rogres: 


Refrigerator Company (Est. 1906), Louts- 
ville 1, Ky. 


(At Top) MODEL A 1 
(At Right) MODEL A-2 


PORTABLE COOLERS 


There's Profit in Progress! 











for such an arrangement was ‘doubtful’. Never- 
theless, the General Accounting Office agreed to 
interpose no objection to the continued use of such 
proceeds derived for employee general welfare 
“pending further action in the matter by Congress 
in the form of clarifying legislation”, as recom- 
mended by the Comptroller General. 


New Cup Vendor 

Rudd-Melekian, Inc. (Philadelphia), manufacturer 
of the Kwik-Kafe coffee vendor, is now building 
a multi-flavor soft drink cup machine. Designated as 
the Model C-31, this unit will have a 1300-cup 
capacity, and a dial device is used by patrons to 
make a choice from 3 selections. To insure a top- 
quality drink, all beverage ingredients (including 
Syrups) are refrigerated. For the past few years, 
Rudd-Melekian has produced a combination hot java 
and Coca-Cola cup vendor, and the firm recently 
added a new model, known as the HC-11M. which 
widened the soft drink selection in a hot-and-cold 


machine to 3 flavors. 


Values In Vending 

Evaluating the merits of coin coolers on an over- 
all basis, E. H. Nielsen, Jr., president of the Nielsen 
Seven-Up Bottling Co. of Cuero, Texas states: 
“Vendor operation has helped increase our volume 
and give us additional advertising.” This plant, 
which bottles 7-Up, Hires, NuGrape and Sun Crest, 
utilizes selective Ideal (Bloomington, II.) equip- 
ment, using 5c mechanisms. Coin coolers are sold 
to service stations on a one-third down, 18-month 
time-payment plan, with a 15c case rental in effect 
in such other volume stops as schools and factories. 
Commenting on the potential in automatic mer- 





PRINTING PLANT PRODUCES 


Located at the rear of a Dallas printing plant, this 
selective Atlas Varietee vendor offers employees a 
selection of Barq’s flavors. Placed by the Barq’s Bot- 
tling Co., vendor is finished in franchise colors and 
carries the company insignia. Varietee is equipped 
with a National Rejectors coinchanger that helps build 
sales volume. 
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QUALITY 
COOLERS YOU 
CAN FIT INTO 
YOUR LINE and 

SELL AT A PROFIT 


it 
(Le NJ 


You sell quality, trouble-free cooling 
in these electric units that operate 
wet or dry. In 3 sizes... 4, 5, 6 ft. 
Unobstructed interiors. Baked Enam- 
el finish for beauty and sanitation 








The BEVCO Company, Inc. 


3316-28 S. BROADWAY + ST LOUIS 18 MO 









WATER FITTINGS 





SINGLE 
FAUCET 
DOUBLE 
—_ FAUCET 
MOUTH 
BUBBLER 
HEAVY DUTY 


ROLLER CASTERS 


v 


Render your 
cooler mobile 
for conven- * 
ience. 


SEND FOR 
CATALOG G.I 
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chandising, Mr. Nielsen observed: “We still have 
lots to learn—in order to get the most out of it.” 


Uses 4 Coin Cooler Makes 

With a varied line to vend, the Dr. Pepper Bot- 
tling Co. of Kosciusko, Miss. makes use of 4 dif- 
ferent machines. Dispensing Dr. Pepper, NuGrape, 
SunCrest, and 2 Way, this plant has single drink 
SelectiVends (Kansas City) and Vendo (Kansas 
City) V-83’s, as well as multi-flavor Ideals (Bloom- 
ington, Ill.) and Americans (Los Angeles) out on 
location. Most of the equipment rents at 10c per 
case, and some is sold outright. Factories and 
schools head the list of top automatic merchandis- 
ing locales in this Mississippi territory. Bottler 
W.S. Fowler notes that he contacts prospective new 
vendor sites personally, finding that a first-hand 
presentation, pointing out how a specific coin cooler 
can best serve that particular outlet, generally 
clinches the installation. 


One On-The-House 


There have been scattered instances of industrial 
plants which provided employees with some type of 
free vending service as a morale measure, but a re- 
port from New Jersey indicates the idea’s been 
carried over into the public outlet. A suburban 
supermarket utilizes a cup vendor, set for push- 
button operation, at which shoppers can help them- 
selves to a gratis drink ‘‘on-the-house’. Manage- 
ment foots the bill, claiming the free thirst-quencher 





COOLER BOOSTS DRUGGIST’S PROFITS 


In Detroit, Peter's Drug Store finds that a Kelvinator cooler 
helps build profits by promoting both on-premise and 
take-home impulse sales of cold drinks to patrons waiting 
for prescriptions, etc. Holding 180 seven-oz. bottles, the 
Kelvinator BC-180 is an electric cooler that can be op- 
erated wet or dry. 





























ECONOMY 
A Miller Hydro 
buy-word 


BEAUTY 
A Miller Hydro 
trademark 


PERFORMANCE 
A Miller Hydro 


must 

















Locke Bettir,.. lasts Getter... Washes Getter 


Size up the plain hard facts, and you see why a Miller Hydro Bottle Washer 


is a profitable long-range investment. Its economy and smooth performance 
is bound to keep you happy .. . so will its low maintenance and upkeep cost. 
The Miller Hydro is a tough bottle washer, yet its fresh, modern styling 
makes it a masterpiece of beauty. And the way it performs will convince you 
that the Miller Hydro is the best bottle washer anywhere. Let us send you 


complete information today! 
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FOR THOSE WHO PREFER 
LIME-SODA TREATMENT 


rtgua Matic 
COAGULANT REACTOR 


AUTOMATI 


2412 GRANT AVENUE, ROCKFORD, 


is an “extra” service for customers that puts them 
in a relaxed and buying frame-of-mind. 


3 City Debut For Cole “‘Magniflo” 


Cole Products Corp. (Chicago) is unveiling its 


’ 


new “Magniflo” soft drink cup vendor in a series of 
advance previews, scheduled at the Ambassador 
East Hotel in Chicago on March 3rd; moving on to 
the Biltmore in New York on March 9; and then 
premiering in Los Angeles on March 23rd. A 3- 
flavor vendor, the Cole “Magniflo” has stepped up 
capacity to 1200 cups, holding enough syrup for 
2200 drinks. 
eration is being utilized to insure “Instant Cold” 


A new principle of dispenser refrig- 


beverages, while the use of a ““Duotonic Tap” pro- 


sé 


vides “captivated carbonation” that delivers a full 
3.9 to 4 volumes in the cup (adjustable to suit the 
drink being vended). Retaining a compact cabinet 
size, the “Magniflo” is finished in maroon and gray, 
incorporating massive chrome design features. Com- 
pany president Al Cole reports that 3 years of study 


have gone into the development of this new machine. 


Red Feather Cup Coverage 

Just how effectively imprinted paper cups can be 
utilized to push a public service campaign may be 
yvathered from a venture of this type undertaken 
by the National Automatic Merchandising Assn. 
(NAMA). For the third consecutive year, this vend- 
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OUTSTANDING FEATURES 


1. Thorough Mixing 


2. Long Reaction Time 

3. Unhurried, Positive Flocculation 

4. Roofed Discharge Nozzles Prevert Short- 
Circuit Water Paths 

5. Sterilization Accomplished After Floc Has 


Combined with Organic Matter 
6. Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting 
\' 7. Full Automatic Controls, including Slurry 
) Removal 














Pie Write for this Descriptive Catalog 


Details on the complete line of AquaMatic products 
are covered in the 20-page catalog “Water Treat 
ing Equipment’’. Write us for a copy 





PUMP & SOFTENER 
CORPORATION 


ing trade group cooperated with the United Red 
Feather Campaign, a fund raising effort put on by 
Community Chests in 1,600 U. S. cities. As advance 
publicity for each community’s drive, local NAMA 
members (including a number of bottlers active in 
automatic merchandising) used specially imprinted 
cups bearing the Red Feather emblem and the 
Benefits, 
which were dispensed from bulk drink vendors. 
According to NAMA’s estimate, some 22,000,000 of 


these cups were vended in 1952. 


slogan “Everybody Everybody Gives”, 


Election Sampler 

Here’s an idea worth filing until those spring 
primaries (or the next local election) rolls around 
in your territory. During the last presidential cam- 
paign, the 7-Up St. Joseph Co. hit on the idea of 
sampling polling places in that Missouri community. 
A route of stops was compiled from the newspaper 
listing, and a sampling schedule worked out. Carry- 
ing a picnic cooler of 7-Up and a supply of paper 
cups, one man was able to call on 29 polling places. 
A particularly warm reception was received from 


election officials, clerks, ete. 


Atlas Pienie Cooler 


The “Port-About” cooler, a portable drinkbox for 


outdoor use, is being produced by the Atlas Tool 


& Mfg. Co. (St. Louis). Finished in a variety of 


‘QuiKold 


ELECTRIC AND ICE e e\z, 





’ 





MODEL 
0 1400-WD 
ELECTRIC 


ow eee 





electric. 
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S3S. Products. Inc. 

















QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 


It pays to offer your outlets the 
very best—the pioneer, proven 
——, QUIKOLD line that’s engineered 
— e -—. right—priced right. 
Choice of 
models, ice and 


many 





parent company colors and carrying the appropriate 


franchise insignias, this picnic unit is made of 
welded steel and insulated with Masonite “‘Cellu- 
foam”, holding 18 twelve-oz. bottles. An aluminum 
food tray fits above the icing compartment. In addi- 
tion to plugging the Port-About for such uses as 
picnics, beach parties, boating, camping, fishing 
and hunting trips, Atlas Tool has been stressing 
its utilization at backyard barbecues. 


In The Vending Chute 


With an eye on 10c vending, one of the major 
parent companies has OK’d plans for a franchise 
plant to test dime coin coolers on a city-wide basis. 

Following the sale of the Coke plant in Pitts- 
burgh, Pa., to new management, vendor accounts 
were notified that bottle drinks will dispense for 
6c instead of a nickel... General Vending Machine 
Corp. (Chicago) reported to have a new bottle 
vendor in the works. .. Vendo Co. (Kansas City) 
testing an electrically-activated version of its V-83 
machine, most widely used Coke bottle vendor. 
Dr. Pepper Bottling Co., Tyler, Tex., finds that “‘hot”’ 
spots are good vending sites, proving the point by 
locating a SelectiVend (Kansas City) coin cooler 
in the furnace blasting room of the Western Foun- 
dry Co. Now marketing Dr. Pepper exclusively, 
this plant has over 200 single-brand machines in 
action. Ideal Dispenser Co. (Bloomington, III.) 
has worked out a new bottler “dealer” plan. 


Coolers. 


WILL INCREASE SALES 
FOR YOU! 


Every day—every month—for over a quarter of a century... 


i, QUIKOLD coolers have increased sales of bottled drinks! Invit- 

“ , ing appearance, easy accessibility, just right cooling for 

wn ZZ thirst satisfaction offered by QUIKOLD units build steady sales 
ae ¢ volume for both retailers and drink bottlers. Why not put 


MALL COUPON NOW FOR 
COMPLETE DETAILS! 
Gentlemen: 


Without obligation please send complete information 
and prices on all QUIKOLD models. 


ae ' — . _ 





ADDRESS 
ae 
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ALABAMA 


The Double-Cola Bottling Co., of 


Huntsville, recently acquired an en- 
tire new fleet of trucks. It consists of 
twelve delivery trucks, one pick-up 
truck and one combination advertising 
and sound truck, which is frequently 
used to pull a special built Double- 
Cola trailer, to serve picnics, baseball 
and football games and other large 
yatherings. This plant has the highest 
per capita consumption of Double- 
Cola of any territory in Alabama. 





TAKE FIRST FRANCHISE ... 


After many years of bottling its own 
brand of soft drinks, the La Vida Bot- 
tling Company of Fullerton, California. 
decided to add one national franchise 
drink to its line—Mason’s Root Beer. 
Shown at the signing of the franchise 
agreement are, left to right: Charles 
Schugt, Secretary-Treasurer of La Vida. 
Les Jones, Mason's West Coast Regional 
Manager, and Frank Graham, Sales 
Manager for the La Vida plant. 
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ottler 
briets 


ARIZONA 


Karl Schade and his wite Margaret, 





who recently acquired a Pepsi-Cola 
3ottling franchise for the Clifton ter- 
ritory, are now serving the counties of 


Graham and Greenlee 


CALIFORNIA 


Selfast Beverages, Inc., San Fran- 
cisco, has been awarded third prize 
for outstanding local outdoor advertis 
ing campaigns in 1952. Award was 
made by the Outdoor Association of 
America. . . The Calso Water Co., 
San Francisco, has started using 
carry-home cartons and increased sales 
are already noted. ... Leonard A. and 
Marion E. Balcom have purchased the 
Lakeport Ice and Soda Works, Lake 
port, from Macy and Lillie D. Leak 
This is an old-established concern 
The Coca-Cola Bottling Co., Sar 
Rafael, has arranged to build a bot 
tling plant at Santa Rosa adjoining 
the present distributing warehouse 
The Santa Rosa operation 1s directed 
by Glan Rasche. . . Jelfast Bottling 
Co., Sacramento, owned by Bruno 
Dighero and Victor Castagnola, has 
recently purchased a 12-spout Red Dia 
mond filler and other equipment 
Jowman’s Beverages, Chico, has it 
stalled a Western wate) treatiny 
system. 

The Seven-Up Bottling Co., Mary 
ville, has purchased a 24-spout Liquid 
low pressure filler and other new 


equipment, including an Evans solu 





Cool Oninks EXTRA-FAST 
Keep thom EXTRA-COLD 





COIN MECHANISMS 
and CHANGERS 


in MANY 
COMBINATIONS 





Easily Converted to 
Meet Price Changes 


Handles N 


Standard Bottles 
6.02. through 12-0z 


The COIN VENDOR with 
Stratified, Controlled Cold Air Flow 


Day in and day out, you can serve more drinks through the 
ATLAS VARIETEE Coin Vendor because extra refrigeration 
capacity and an engineered cold air flow chill the drinks faster, 
making it possible for the Varietee to handle a greater volume 
of really cold drinks, even under the pressure of hot weather 
selling. The seven-channel vending rack design assures the 
customer of always getting the coldest bottle in the box. 

Construction is rust-proofed throughout, and the exterior 
is finished in Du Pont Hi-bake Enamel. A wide choice of 
colors is available. The vending rack holds 105 6-o0z. to 8-oz. 
bottles; pre-cool compartment approximately 60 of the same 
size bottles. Coin mechanisms and changers are available in 
many combinations which may be economically converted 
to other sales units in event of changing prices. 





Our twenty years of cooler and vendor manufacturing ex 
perience assure you of a product in the Varietee that is engi ; 
neered for long and economical service. Send the coupon Eoees pe 
below for complete information and prices now! illustrated above 


Customer moves 

Pm ~ ie selection heragy a 

CHOICE of Coin Mechanisms to Fit Your Market ian. chanoeen alae 

National Rejectors’ Electrically and Manually Operated os cros-channe! 

coin mechanisms are available in eight combinations includ 

ing three changers and a wide range of odd penny sales units 

They offer a selection to fit any market. Changers and coin 

mechanisms are included in National's nation-wide service delivery port 
program. 


y ag ATLAS METAL WORKS 


VENDOR DIV., P.O. BOX 5208, DALLAS, TEXAS 
MAIL Please send us complete informetion and prices of the Atlas 


THIS Varietee Coin Vendor 
COUPON Name 


release gate 
which has been 
freed by operatior 
of coin mechanism 


ind out at sinel 


NOW for 
Complete Hi aias 
Information [i 
and Prices NP 
City State M 
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“Our Super-market 
Business Boomed 
with Hires 
Plastic Stein 
Promotion !” 


says STANLEY HAZEN, General 
Manager of Hires Bottling Co., 
Shrewsbury, Mass. 


‘éLast year in February and 
March, normally poor soft 
drink months, we ran 3-day 
plastic stein promotions in 
three super-markets. Hires 
attractive plastic stein, a 
35c value, was sold for 15c 
with each carton of Hires. 
Case sales jumped from 43 
cases for the same period 


in 1951 to 282 cases! 


‘¢éRepeats of the promotion 
were even more amazing. 
320 cases against 34 pre- 
vious sales! All told, a 
whopping 682% sales in- 
crease and 1728 steins sold! 
It certainly shows that Hires 
has outstanding sales and 
promotional power...it’s — ; 
a real ‘big business’ Ve 
drink.” 


Another of the many 
Hires Success Stories 
from all over America 
Write today for 
details of the few 
franchises still 
available 


/ The Charles 
E. Hires Co. 
206 S. 24th St 
Philadelphia, Pa 


tion heater... . The Coca-Cola Bottling 
Co., Eureka, has installed an Evans 
solution heater. . . . Charles T. Moon 
and Eldon D. Perkins have been named 
assistant vice-presidents of the Pepsi- 
Cola Bottling Co. of Los Anveles, it 
was announced recently by J. F. Me- 
Coca-Cola Bot- 


tling Co., Burbank, has started con- 


Gregor, president. ... 


struction of a steel frame and concrete 
block building which will replace its 
present building and provide’ for 
greater space than is available at the 
present warehouse. ... Harry Arend 


has been appointed sales manager of 


the Pepsi-Cola Bottling Co. of Stock- 


ton, it has been announced by Charles 


Orsolini, general manager. 


COLORADO 


Completion of a 7,500 square foot 
addition, which will be used as a ware 
house, has been reported by the Seven- 
Up Bottling Co. of Denver. Owner 
Harry L. Deem also announced the 
promotion of Larry Bradshaw to head 
of the vendor department. 


FLORIDA 


Coca-Cola Bottling Co., Jacksonville, 
recently celebrated its 50th anniver- 
sary. R. Hood Dittmar is manager of 


the operation. 


KENTUCKY 

Formation of the Canada Dry Bot- 
tling Co. of Louisville has been an- 
nounced by Harry W. Seibel, who has 


purchased the Canada Dry plant, and 





( 


NAMED BY HIRES 

Roy A. Krause has taken 
over the Hartford, Con- 
necticut managerial post 
for The Charles E. Hires 
Company, succeeding 
George Towle who 
transferred to Provi- 
dence, R. I. 





will operate it under a franchise agree- 
ment with the national Canada Dry 
company. The bottling plant had been 
owned and operated by the parent 
company since 1944. The plant has a 
production capacity of 2,000 cases per 
day, with a staff of 35 employees. 
Twelve trucks are used to service the 
franchise area, which embraces seven 
counties in Kentucky and two. in 
Indiana. The new owner plans to in- 
stall new and improved bottling equip- 
ment, replacing the entire production 
line during the course of a three-year 
plant improvement program. Ear! Sut- 
ton, production manager under the 
previous ownership, has been re-ap- 
pointed to that post, and H. J. Colyer 


likewise remains as sales manager. 


LOUISIANA 


Construction of a new warehouse for 
merchandising storage is under’ way 
at the Zetz Seven-Up Bottling Co. of 
Baton Rouge. The warehouse will con- 
stitute an addition to the present 
Baton Rouge plant. O. Arthur Boeh- 
mer, manager of the development, said 
a complete pallet loading and delivery 
system is being installed in the new 


addition. 


MINNESOTA 

W. Clay Harris is the newly ap- 
pointed manager of the Coca-Cola 
operation in Duluth. The plant is a 
branch of the Coca-Cola Company of 
Minnesota, Inc. Mr. Harris previously 
served as general manager of the 
Coca-Cola Bottling Co., Huntington, 
West Virginia. Walter Rabe, 
president of the Minneapolis Seven-Up 
Bottling Co., has announced the appoint- 
ment of Robert J. Hasslen of Orton- 
ville, Minn., as a director and _ stock- 
holder of the Minneapolis 7-Up opera- 
tion. Hasslen owns the 7-Up Bottling 
Companies of Ortonville and Water- 
town, S. C. He is a past president of 
the Minnesota State Bottlers Associa- 
tion and has been engaged in the soft 


drink industry for 21 vears. 


MISSISSIPPI 

New plant of the Coca-Cola Bottling 
Co., Newton, was opened recently with 
a two-day open house celebration. Zed 
Hawkins is president of the operation; 
T. O. Whyte is manager. 


© First IN SALES! 


© First IN QUALITY! 


People the country over are ask- 
ing for Nesbitt’s by name because 
it’s the bese tasting and the most 
extensively advertised drink of 
its kind in the country. Our rep- 
resentative will be glad to call 
on any interested bottler in any. ~ 
open territory. 


NESBITT FRUIT 


PRODUCTS INC. 
2946 EAST 11th STREET 
LOS ANGELES 23, CALIF. 


National Bottlers’ Gazette 














BOTTLER GIVES RADIO PRIZE 


The Double-Cola bottlers sponsoring 
Double-Cola’s Double Pleasure Party he has acquired the partnership inter- 
on Radio Station WSM Nashville, have 
been giving away three famous Cum 


mailed in to the station. The above pic- the deceased brother’s widow, Mrs 
ture shows G. B. Taylor of the Double- Frank N. Ls 
Cola Bottling Co. of Greensburg, Ky. ‘ on 
charles E. 


Hood of Columbia, Ky.. his prize. PENNSYLVANIA 


mins Electric Drill kits each week for Lange, in the Piqua Coca-Cola Bottling 
three lucky Double-Cola winners, Co : a i a 
picked from the thousands of postcards mpany. Purcha was made from 


(right), giving one winner, 





Charles Bost and Hampton Schell, both : . — _ - 
of Conover, and Ernest H. Bright, of 


Newton. | | 9 9 
A large warehouse has been com- Besa 


pleted for the Seven-Up Bottling Co., 







Bismark, where Ralph Pudwell has 


recently been made superintendent 


Fred J. Lange has announced that 


ests of his late brother. Frank N 


anye 





MISSOURI 


Seven-Up Bottling Co. of St. Joseph 
has announced the completion of con- 


struction of a warehouse at 


NEVADA 
Coca-Cola Bottling Co., 
has started construction of 


crete and. steel fireproof 


The expansi yive » operation = . wn 
The expansion will give the operatior WASHINGTON 


1,400 square feet of additional storage 
space. Owner E. O. Underhill reports 
that his business last vear 
22°, over that of 1951, and 


expects a corresponding growth in vol- 


ume this vear 


NORTH CAROLINA 


Nu-Grape Bottling Co., Inc., New has recently completed the installation duced results for vears...tIt has a mellow 
ton, has been organized with capital of an Evans solution heater, a Western , 
stock of $100,000 to manufacture and water treating system, a Red Diamond flavor. fine bouquet and u“ rich, creamy, natural 
bottle soft drinks. Incorporators are cooler and a Red Diamond carbonator 





NEW HIRES BOTTLER IN 
BESSEMER, MICHIGAN 


John W. Johnson, owner of the 
Johnson Beverage Company of 
Bessemer, Michigan, shown at 
left signing the Hires franchise 
for that area—with S. N. Dav- 
idson, Hires District Represen- 
tative looking on. 


4aAS Vegas, 
a new Con- 


warehouse 


increased 


Se 
ee 
| ~ 
Pepsi-Cola Metropolitan Bottling Co., 
Inc., Pittsburgh, has announced plans oon 
to double its capacity to 20,000 cases ae =! 
per day. Manager Fred C. Sebulske ot 
said the plant will install the largest- ot” 
on 
a 


‘cameron 


capacity bottling line in the area. He 





CREAMY AND FOAMY 4 02. 


WAS WyR 


about 4,500 square feet of warehouse In market after market 21855 Root Beer has 


also said that the firm is adding 13 


——_— 
=e 
ROOT BEER & 
on 
Se 
& 


new trucks, increasing its fleet to 65 


vehicles. 


Bremerton Bottling Co., Bremerton, 


that he 
and storage space to the present plant 
proven its ability to develop faithful customers. 










WYOMING 
The Worland Bottling Co., Worland, 


No, its not a neweomer .. . 21855 has pro- 


foam... has long shelf life (so you can get set 





for summer rush) . . . it's inexpensive, too 
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y (contains all the color) 
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ORDER A TRIAL GALLON TODAY!!! 



















Vat: Hahnst famm, Inc. 


329 CANAL STREET » NEW YORK fed 
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Doubles Storage Capacity ! 


The Seven-Up Bottling Co. of 
Memphis reports greatly increased 
warehouse efficiency since installing a 
Lewis-Shepard SpaceMaster Model “J” 
. and the cost was just 14 that of 
conventional electric fork trucks! 


Here’s what Memphis 7-Up Gen. 
Mer., R. Ingouf, says about the Model 
"J": “We can now store better than 
50% more merchandise in 40% less 
floor area .. . further, our experience 
with your Model ‘J’ here in Memphis 
has prompted the purchase of this 
same model fork truck by some of the 
other Maher 7-Up plants in the middle 
west. Some of the outstanding features 
of your truck which ‘sold’ us are: 
maneuverability, compactness and 
sturdiness of design, no clutch, no car- 
bon-monoxide fumes, automatic elec- 
trically-controlled braking and mod- 


Nationwide Service — See “Trucks, Industrial’ 
in your Yellow Phone Book 


229-3 Walnut St., Watertown 72, Mass. 


Please send Catalog and 


Truck Comparison Chart’. 


Name 


Company 





Street 


eee 


City 
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Pays 50% Less 
for Fork Truck... 


erate speed . . . this last is particularly 
desirable in an operation handling 
glass containers.” 

You, too, can enjoy all the advan- 
tages of the Model “J” —and for half 
the usual electric fork truck cost. 
Priced from $2765, battery and 
charger included, the Model “J” will 
handle loads up to 2000 Ibs. Lewis- 
Shepard's one-design line makes the 
low price possible. Get all the facts. 
Write, wire, or call... today! 





BOTTLER’S CASE TRUCKS 


No. 3661 handles 4 or 5 
cases . . . light, all steel, 
easy-to-handle. A rugged, 
quality truck specifically 
6 4... designed for bottlers. 
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Arkansas Bottlers Reject 
10c Price At Convention 


Controversy on a proposed 10-cent 


a bottle selling price highlighted the 


42nd annual convention of the Ar- 
kansas Bottlers of Carbonated Bever- 
ages, February 15-17, in Little Rock. 

It all started with a motion that 
Arkansas bottlers consider an_ in- 
crease to 10 cents on the retail price 
of their beverages. The proposal, met 
with stony silence, was introduced by 
A. B. Stamps, President of the Dr. 
Pepper Bottling Co. of Newport, dur- 
ing a closed session. 

Stamps, a member of the associa- 
tion’s legislation committee, withdrew 
the motion when none of the delegates 
offered to second it. The Newport bot- 
tler said that soft drinks producers 
were not making any money at present 
wholesale prices. 

He told the delegates that a 10-cent 
retail price on soft drinks would en- 
able producers to receive $1.40 per 
case of 24 bottles, instead of the pres- 
ent &0-cents-a-case, average price 
throughout the state. 

After Stamps withdrew the motion, 
stated that they 
thought a price increase was in order, 


several bottlers 
since bottlers were operating on their 
depreciation reserves. 

However, the meeting broke up with 
the bottlers taking no official stand on 
the price increase question. 

Earlier, George Hazzard of the 
Coca-Cola Bottling Co. at Columbus, 
Miss., told the group that price in- 
creases should be worked out by city 
or district groups. 

Hazzard added that he did not think 
the ABCB “can solve price problems 
by resolution or legislation” 

Ralph Webb, 
Zottling Co., 


Nehi-Royal Crown 
Columbus, Miss., also 
discussed the price question. Othe 
speakers included R. E. Southall, Gen- 
eral Sales Manager, Zetz 7-Up_ Bot- 
tling Co., New Orleans, La.; W. H. 
Glenn, Nehi Corporation, Columbus, 
Ga., and J. B. Christman, Secretary- 
Treasurer, Kansas State Bottlers As- 
Topeka, Kan., who repre- 


sented ABCB. 


sociation, 


A day prior to offering his resolu- 
tion that the soft drink price be in- 
creased to a dime, Mr. Stamps de- 
clared in a newspaper interview that 
“there’s not a bottler in Arkansas who 
is making any money.” He stated: 

“I'd like to see a 10-cent price on 
all drinks now selling for a_ nickel. 
tight now there’s not a bottler in 
Arkansas who is making any money 
Our materials and supplies entering 
in the production of flavored drinks 
have doubled in cost, but the price of 
the drinks have remained 5 cents for 
the past 50 years.” 

Stamps said Arkansas bottlers get 
an average price of 80 cents. On 
standard drinks, such as his own .or 
the popular “cola” drinks, the bottlers 
just about break even on the whole- 
sale price, he said. 

But on bottled drinks 


such as orange, grape or strawberry, 


“flavored”’ 


the Newport bottler said, most firms 
lose an average of 10 cents per case. 
He estimated that it cost bottlers 
about 90 cents to produce a case of 
flavored drinks they sell for 80 cents. 
“The bottlers are now operating on 
their depreciation reserves,” he said. 
“This has been the situation since 
1942. Since that time, about 20 bot- 
tlers in Arkansas have been forced 
out of business due to the 5 cent 
drink. It’s just a matter of time be- 
fore more bottlers go.” 
Stamps said that many _ bottlers 
were relying on outside income to 
finance their soft drink operations 
In his own plant, Stamps said, he 
produced about 300,000 cases of soft 
drinks in 1952, and he suffered a loss 
of $8,000 to $10,000 for the vear. 
Stamps said that the present nickel 
soft drink price has put the bottling 
industry among the lowest wage 
groups in Arkansas 
“It is necessary for all bottlers to 
have a uniform price or else those 
that do go up will have a difficult time 


meeting competition,” he added 
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New Officers Elected 
At Indiana Convention 


Ben Domont, Pepsi-Cola Bottling 
Co., Indianapolis, was elected presi- 
dent of the Indiana State Bottlers 
Association at the 41st annual con- 
vention of the organization, February 
16 in Indianapolis. Approximately 100 
bottlers and supplymen attended the 
one day meeting. 

Other officers elected were: Amos 
Steury, Steury Bottling Co., Bluffton, 
vice president, and Joe Cummins, 


Coca-Cola Bottling Co., Columbus, 
secretary-treasurer. 

Outgoing president Harris Berg, 
Seven-Up. Bottling Co., Richmond, 


was named to the board of directors, 


along with Chas. Dunn, Dr. Pepper 


Bottling Co., Bloomington; Kelly 
Hall, Hall Beverage Co., Mishawaka, 
and Marion Underwood, Coca-Cola 
Bottling Co., Terre Haute. 

Holdover directors are: Tom Funk, 
Coca-Cola Bottling Co., Anderson; 
Ed Higgins, Pepsi-Cola Bottling Co., 
East Chicago; Roy Kersting, Ker- 
sting Bottling Co., Evansville; John 
Jones, Nehi Bottling Co., Richmond; 
Charles Hughes, Canada Dry Bottling 
Co., Warsaw; Edward Rademaker, 
Coca-Cola Bottling Co., Marion; Rob- 





PRINCIPAL SPEAKERS AT INDIANA meeting were (left to right): Edwin F. Wagner, 
A.B.C.B.; David Brode, Canada Dry Ginger Ale: and John Tabor, Seven-Up Co. 





ert) Merchen, Clicquot Club Central 
Bottling Co., Madison, and Ralph E. 
Alford, Double-Cola Bottling Co.. 
Franklin. 

A wide variety of trade problems 
Was discussed by the featured speak- 
ers at the meeting. These included: 
Edwin F. Wagner, A.B.C.B. board 
member from Madison, Ill.; John Ta- 
bor, Assistant to the President, The 
Seven-Up Co., St. Louis, Mo.; T. E 


Sulliven, Director, Ind. State Board 
of Health; David Brode, The Canada 
Dry Company, and Dr. Grant Van 
Huysen, D.D.S. Professor of Dentis- 
try, Indiana University. 

The convention also viewed Owens- 
Illinois Glass Company's informative 
film on bottle handling, “Sam Soda’s 
Dream”, with accompanying remarks 
by J. A. Crowley, Owens-Illinois rep- 


resentative. 














Low-Priced . . . Long-Lasting 


Fowler products for bottlers are famous for their simple, practical 
design and outstanding durability. With Fowler appliances you 
pay for no unnecessary frills; you get complete operating value for 


every penny invested, FOWLER is FIRST for ECONOMY! 

















“& CASE PRINTING MACHINE 


One operator can handle 2,000 to 
4,000 cases per day. Takes full or 
half-depth cases or both. Rugged. 


Hand or motor operation. 


CASE PAINTING MACHINE 


Cases move on conveyor to auto- 
matic spray gun. Uniform coat 
assured on all sides. Automatic 
start and cutoff saves paint. 
Quickly pays for itself. 


Other Fowler Products 


Empty Gas Drum Signal 
Cooler Paint Remover 
Crown Hopper Control 
Case Rebanding Machine 
Syrup Pump 


Bung Puller 





Bottlers 
Appliance 


Co., Inc. 


INDIANA OFFICERS FOR 1953 are pictured above. From the left: Charles Dunn. 
director: Joe Cummins, secretary-treasurer; M. V. Underwood, director; Harris Berg, 
director; and Amos Steury. vice-president. 


675 Pulaski St. 
Athens, Ga. 
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Plenty Room For Better Selling, 
New Mexico Bottlers Are Told 


, MEXIco Bottlers of Carbonated of room for bottlers to do a better 
Beverages, meeting in 19th annual selling job. 
convention, January 22-23 in Albu- The advice came from E. Robert 


querque, were told that there is plenty Anderson, A.B.C.B. President. Mr. 









GROWING 
LEMON-LIME 
FIELD 





YEAR ’ROUND 
VOLUME 










BOTTLE 
PROGRAM 


REGUS. Pat: OFF, 


WRITE - WIRE - PHONE 


BUBBLE UP Corporation 
39 S.E. 4th St., Rochester, Minnesota 


Mtg. Address: 
1015 S. Washington St., Peoria, Ulinois 


Anderson’s address; a talk by Ovid 
Davis of the Coca-Cola Company, At- 
lanta, Ga., on industry public rela- 
tions, and an open forum discussion on 
such key trade problems as prices and 
deposits were the highlights of the 
two-day meeting. 

All officers of the association were 
reelected. They are: John C. Marshall, 
Seven-Up Bottling Co., Albuquerque, 


president; Louis A. Cure, Dr. Pepper 


sottling Co., Tucumcari, vice presi- 
dent, and Dino Rosso, Canada Dry 
Sottling Co., Albuquerque, secretary- 
treasurer. 

Named to the Board of Directors 
were: Ed Andrews, Las Cruces Coca- 
Cola Bottling Co., Las Cruces; M. S. 
Dickinson, Coca-Cola Bottling Co., 
Tucumcari; Jay Roundtree, Dr. Pep- 
per Bottling Co., Santa Fe; Sam Link, 
Coca-Cola Bottling Co., Deming; J. A. 
Hart, Coca-Cola Bottling Co., Santa 
Fe, and Louie A. Cure, Dr. Pepper 
Bottling Co., Tucumeari. 

A.B.C.B. President 
clared that although the industry 


Anderson. de- 


achieved a substantial sales gain in 
1952, the major reason for this sales 
accomplishment was prolonged hot 
summer weather throughout most of 
the country. He said that if bottlers 
did the agyressive advertising and 
merchandising job that they could and 
should have done, the volume gains 
would have been even higher. 

He said that all bottlers could in- 
crease their sales, and at the same 
time lick competition from without 
the industry, by launching a coopera- 
tive advertising program. He _ noted 
that bottlers in his territory recently 
launched such a program “with mar- 
ked benefits to all concerned”. An- 
other result of this cooperative adver- 
tising venture, Anderson stated, was 
“improved newspaper relations”. 

Anderson further remarked that the 
formation of local associations offers 
bottlers a chance to work together on 
their other common problems. He ad- 
vised the New Mexico bottlers to ‘get 
together, stick together, adopt a pro- 
gram and meet regularly.” 

The proposal that bottlers form local 
groups to tackle their mutual prob- 
lems was seconded by several New 


Mexico bottlers. Dino Rosso, secre- 





tary-treasurer of the association, said 


that every town in the state that has 
one or more bottlers “should have 
monthly or semi-monthly meetings 
with the other bottlers in their town, 
or with the bottlers in the nearest 
town.” Others who endorsed this rec- 
ommendation were: Elmo Taylor, Dr. 
Pepper Bottling Co., Albuquerque: 
Jimmy Johns, Pecos Valley Coca-Cola 
Bottling Co., Inc., Roswell; Dick Dick- 
inson, Coca-Cola Bottling Co., Tucum- 
cari; Mickey Minces, Nehi Bottling 
Co., Albuquerque; and = association 


president John C. Marshall. 


Coca-Cola’s Ovid Davis said that 
the industry’s relations with the pub- 
lic would improve if all bottlers prac- 
tice all the things they know are right 
in their business and personal life. 

During an open forum discussion, 
several bottlers made it known that 
they are not in favor of a deposit on 
carry-home cartons. 

Mrs. Merle Voiers, Pepsi-Cola Bot- 


tling Co., Deming, said she is defi- 
nitely against a carton deposit and 
would rather see an increase in the 
price of the product. M. S. Dickinson 
declared that a carton deposit was 
started in his community but proved 
to be unsatisfactory and caused a 
yreat deal of misunderstanding and 
confusion. Gene Cunningham stated 
that there are different schools of 
thought on the carton deposit, that 
it works for some and not for others. 

Commenting on a film on_ bottle 
handling shown by his company to 
the convention, Paul Eckerman., 
Owens-Illinois Glass Co. representa- 
tive, said that posters around the 
plant are a good reminder to those 
handling bottles that gentle handling 
is important, and that increased cog- 
nizance of this fact by plant personnel 
will pay off in decreased bottle costs 
each year. 

The convention also heard some dis- 
cussion about a plan to merge the 
New Mexico association with the Ari- 
zona organization. President Marshall 
said that a bi-state group would have 
the effect of strengthening the posi- 
tion of bottlers in both states, since 
any adverse legislation passed in Ari- 
zona would probably come into New 


Mexico. 
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Atlanta Coca-Cola Adds 
Seventh Production Line 


 — installation of a 60-spout production unit 
brings to seven the number of lines in the Atlanta 
Coca-Cola Bottling Company, Atlanta, Ga. 






































This additional installation increases the capacity 
of this plant to meet the growing demand for Coke 
in the Atlanta market, according to L. F. Mont- 
gomery, bottling company president. 

This modern plant which was opened in 1940 is 
now equipped with four 60-spout fillers and three 
50-spout fillers. All equipment is modern and stream- 
lined to provide efficient, high-speed operation. 

Mr. Montgomery, who has been with the com- 
pany since 1908 and president since 1941, is a firm 





believer in promotional activity, using television 
and radio to advertise his product. He is completely 
sold on the sales possibilities offered by television. 

He is associated in the operation of the bottling 








company with his sons Arthur L., vice president in 





charge of advertising, and George A., vice presi- 





dent in charge of associated plants of which there 
are seven. 

Coca-Cola was first bottled in Atlanta in April, 
1900. Created in 1886 by Dr. J. S. Pemberton, an 
Atlanta pharmacist, it was served in soda fountains 
exclusively until almost the turn of the century 
when its growing popularity demanded a wider 
means of distribution. 

First home of the Atlanta Coca-Cola Bottling 
Comnany was at 125 Edgewood Avenue and is still 





standir.g and in use. In 1901, the bottling company 





moved to 7-9-11 Ivy Street. Two years later growth 
forced a move to larger quarters at 78 Auburn | 
Avenue. Stop ' ; 
ee ee ee ee excessive downtime with Armstrong's Hi-Speed 
Edgewood Avenue. Again in 1925, the company oc- 








Crowns. They have no rough burr on the underside to 
cupied a newer location at 560 Edgewood Avenue. cause hang-ups in crowners. You also get less dust in 
At first the bottling operation was crude and hoppers and chutes, fewer scratched crown decorations 


painstaking. Production was slow and delivery was Hi-Speed Crowns give your beverage maximum flavor pro 






tection, too, First-quality cork liners provide a safe, sure 






seal. Anda special rust-resistant coating protects the 






finish of your bottles against objectionable rust stains 






With all their advantages, Hi-Speed Crowns cost no 





more than other crowns. For details, call your Armstrong 






office or write Armstrong Cork Company Glass 





and Closure Division, 6303 Prince Street, Lancaster 
Penna, Western Representative: John Mulhern 


Company, San Francisco 24, Los Angeles 23, Seattle 9. 




















Main bottling room in the Atlanta Coca-Cola plant. In 


a——<« A RMSTRONG'S 4- Seed CROWNS 
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Exterior view of the huge, attractive Atlanta Coca-Cola 
Bottling Company. Plant covers 300,000 square feet on 
a lot occupying a complete block. 










a major problem accomplished mainly by horse and 





MORE carrying capacity... more . ; a 
Silches. . ci teenaw Whites, wagon. Methods of production and delivery today 





with average load of 230 cases. are as modern as experience and science can make 
Fewer reloads and longer routes. 





them. 





Present headquarters which are located at 864 








Spring Street cover 300,000 square feet on a lot 





occupying a complete block. The building while 






modern in appearance and function is traditional 





in architecture. 





One of Best Landscaped Plants 





in 1947, the American Association of Nursery- 






men named this plant as one of the eighteen best 







DRIVERS are better salesmen in 
this fleet of Pepsi Cola rolling 
billboards that set a new selling 
standard in Kansas City area. 





THIS handsome fleet of White 3000's hits the | 
spot for Pepsi Cola in Kansas City. 
New efficiency and new savings every hour | 
of the day with the functional design of this 
new kind of truck. Extra carrying capacity 
means more sales. New maneuverability saves 
time in traffic. The power-lift cab means sub- 


L. F. Montgomery, presi- 
dent of Atlanta Coca- 
Cola since 1940, said 
new equipment instal- 
lation was necessary to 
meet increased demand. 















stantial maintenance savings. 

And they're the best-looking, best-selling 
bottlers’ trucks in Kansas City. 

You can have the same efficiency and econo- 
my in your transportation service. See your EASIER unloading, too, at de- 


W hite Representatiy e for facts. livery point. Extra capacity 
, permits sufficient margin for 
longer routes... more sales. 


landscaped in the nation, a tribute to its carefully 





planned and maintained beautification program. 





The main bottling room which is entered from 









the lobby houses seven complete production units 


where bottle purity, syrup, water and carbonic gas 








are scientifically controlled and measured to pro- 





duce more than 1,700 bottles of Coca-Cola every 
minute. 

F School children of the Atlanta marketing area 
THE WHITE MOTOR COMPANY « Cleveland L, Ohio figure prominently in the merchandising program 
of the Atlanta Coca-Cola Bottling Company. Each 
vear, more than 6,000 school children are brought 


For More Than 50 Years The Greatest Name In Trucks ‘© the Plant by bus for a complete guided trip at 


the end of which they are treated to a bottle of 






SUPER POWER 
3000 


cold Coke and a souvenir. 


- National Bottlers’ Gazette 




















Pepsi In Miami Signs 
Nine-Hour Radio Program 

Miami radio listeners now have nine consecutive 
hours of music since Hal S. Pelton, president of 
the Pepsi-Cola Bottling Company of Miami, signed 
the unique broadcasting contract which launched 
the all-day Sunday ‘‘Music-Thon”, Sunday, Febru- 
ary 1. The program, first of its type ever arranged 
for broadcasting in the Tropical America area, will 
be aired by WINZ, Miami. 

The idea stemmed from Robert G. Venn, vice- 





NINE FULL BOTTLES FOR NINE FULL HOURS OF MUSIC 


Seated behind the nine symbolic Pepsi-Cola bottles are 
left to right: Rex Rand, general manager of Radio Station 
WINZ, Miami; Hal S. Pelton, president of Pepsi-Cola 
Bottling Company of Miami; Robert G. Venn, vice presi- 
dent of Houch and Company of Florida, and Berney 
Neary. sales manager of WINZ. 





president of Houck and Company of Florida Adver- 
tising Agency, and the originator of the now widely- 
heralded political ‘“talkathons’, recently exploited 
by Life magazine and other leading national media 
and publications 

According to the plan, the program, signed to 
run for a minimum of one year, is to start each 
Sunday at 8 A.M., and continue until 5 P.M. Radio 
Station WINZ is currently a 1,000 watt operation 
scheduled to go 50,000 watts in mid-February. This 
increase will make the station the largest inde- 


pendent radio broadcasting outlet in the South. 


John R. Downey 


John R. Downey, president of Downey-Joyce 
Company, Columbus, Ohio, died Thursday, Jan. 15, 
at the Athletic Club in Columbus. He had been in 
poor health for several years, having suffered a 
number of heart strokes 

Funeral services were held Jan. 19 in Columbus. 
Downey headed a company which operates Seven-Up 
developments in a wide area. Henry M. O'Neill has 


been named to succeed Downey. 
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it's new... 
it's exclusively NCG! 


the NCG HIGH 


RESSURE 
OPmiie 








NO OTHER SYSTEM OFFERS 


ALL these Features 
Completely AUTOMATIC 


The only control is the off-and-on valve. 


? Completely rexiee 


TO YOUR CHANGING NEEDS 


The unit can be expanded or con- 
tracted to conform to changes in your 
requirements. 


3 Completely ACCURATE 


DELIVERY IS ASSURED 


Due to unique construction of system, 
exact quantity of CO: delivered to 
customer is known without weighing 


4 Completely tree or 


OPERATING COSTS 


NO installation expense... NO op- 
erating time required of your person- 








nel... NO maintenance cost. 
*This unit is not yet available in all communities 
Your NCG representative can give you informa- 


tion regarding its availability 





This is a brand new and entirely exclusive NCG development which 
offers all the advantages of other types of CO, supply ... but with 
added operating economies. And many disadvantages of other 
types of systems are eliminated. 

Here’s how it works: CO, is delivered in liquid form by NCG 
tank trucks and pumped to permanent banks of cylinders, elim- 
inating all handling. There are no cylinders to exchange, no time- 
consuming loading of dry ice....No refrigeration or heating is 
required. No loss by pop-offs due to refrigeration failure. 

Operation of the new, exclusive NCG High Pressure Unit* is 
simplicity itself, and its unique construction makes it flexible to 
changing requirements. A reserve supply, too, is a/ways assured, 
and constant volumes are maintained by the high working pres- 
sures,... This is a ‘“‘must’’ for you to look into if your annual 
consumption of CO, is 50,000 pounds or less. Write for complete 


technical and price information today. 





NATIONAL CYLINDER GAS COMPANY COo—DRY ICE 


840 NORTH MICHIGAN AVENUE - CHICAGO 11, ILLINOIS - 














Urge Reasonable’ Prices 
And Deposits In Wisconsin 


Convention advised to establish price- 
deposit levels ‘that will permit a reason- 


able return on investment.” 


Me cusces of the Wisconsin Bottlers of Carbon- 
ated Beverages, meeting in 38th annual conven- 
tion, Feb. 2-4 in Milwaukee, were urged to “es- 
tablish and maintain selling prices and container 
deposits that will permit a reasonable return on 
investment.” Over 300 bottlers and supplymen at- 
tended the meeting. 

Elected for the coming year were: Erwin H. 
Smith, Pepsi-Cola, Waupaca, president; Edmund 
A. Nelson, Coca-Cola, Ashland, vice-president, and 
Marshall L. Hughes, 7-Up, Eau Claire, secretary- 
treasurer. Vince Reinkober, Chilton Bottlers, Chil- 
ton, and Ed. R. Fulton, 7-Up, Madison, were elected 
directors. 

Although the association as a whole went along 
with the idea of establishing and maintaining 
“reasonable” selling prices and container deposits, 
certain factors held the opinion that the industry 
was in a state of utter confusion, and called for a 
number of changes. In an effort to pacify, Vince 
Reinkober suggested a uniform wholesale price of 
$1.20 a case. The price levels, at present, range 
from 80c to $1.20 over the state. 

Secretary-treasurer Hughes highlighted his an- 
nual report by calling special attention to the in- 


creased costs of holding a convention, and pointed 





. 
The surest, safest, most satisfactory way to 
make flavor really sparkle is to use sugar’. 


Having no taste of its own, sugar is the ideal carrier for flavor. 
And, with sugar, you get 25 to 50% more sweetening power — plus 


NUGAR 


INFORMATION 
—mne. 


sweetness that is more consistent and easier to control. 





Sugar is flavor’s best friend and a bottler’s 





best bet for safeguarding quality and 






assuring complete consumer satisfaction. 





For the latest facts explaining why sugar 
is the safest, most effective, and, 





in the long run, your most economical 
sweetening agent, write Dept. L. 


Tom Baker, of ABCB, addresses Wisconsin bottlers on 
trade problems. Seated is Val Baggott, outgoing presi- 
NEW YORK dent of the association. 









"Sucrose: Cane and beet sugar. 


NEW YORK 5, 
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WISCONSIN ELECTS... 

















New officers of Wisconsin association are shown above. Left to right in front of table: Walter Ledger, director; Ed Fulton, 
director: Ed Nelson, vice-president; Bill Husting, director, and Tom Mills, chairman of legislative committee. Behind table, 
left to right: Marshall Hughes (extreme left), secretary-treasurer: Vince Reinkober, director; Val Baggott, retiring 


president, and E. H. Smith, new president. 
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out that expenses last year amounted to over $3,- 
000, with the association loss put at $758. 

Featured speakers at the meeting discussed a 
variety of problems. 

Dr. Alfred P. Haake, author, lecturer and con 
sultant to General Motors Corporation, as well as 
mayor of Park Ridge, Ill., emphasized management’s 
right to earn profits. He said: 

“There are some people who maintain that profits 
are bad—-and wicked. Yet, if we didn’t have profits 
we wouldn’t have business.” He progressively 
traced business from the primitive man to the 
present, showing the need for personal gain, which 
in turn increased production. 

“With increased production,” he continued, “came 
new tools, and more equipment, with profit, the mo- 
tive back of it. Some people seem to have the mis- 
taken idea that you can get something for nothing 
Look, if you have $100, and I took away $50 of it, 
you'd certainly make a big fuss over it; but let the 
government sneak it away from you, and you ask 
for more of the same treatment. You can tax the 
heart out of some people, as long as you don’t tell 
‘em about it, merely by collecting it in hidden taxes 
like on shows, soft drinks, cigarettes, etc. Yet when 
we propose to call a halt to this vicious practice, 
just listen to the howls go up 

“Someone has defined inflation as ‘High Prices.’ 
Actually, we've got to eliminate the controls and 
the fire that started all this. But don’t cut corners 
Preach the golden rule. Much of this so-called let 


down in production, is due to a worker’s idea that 





the less work he turns out, the more help it will be 
necessary to add. What he doesn’t realize is that 
he is decreasing production with a resulting addi 
tional cost which must be borne by the company 
and ultimate consumer.” 

Tom Baker, assistant to the secretary, A.B.C.B., 
covered the activities of the organization in terms 
of what it has done for the bottlers. “Many states 
need more money,” he said, ‘‘and the threat is in 
our direction for getting more taxes. Don’t let it 
happen to you! The sales tax is widely gaining in 
favor, and they may slip one over here, too.” 

Saker further stated that the soft drink industry 
until recently had no particular classification. Now, 
he said, the trade is classified as industrial instead 
of commercial, which changed the allocation ‘of 
steel to the industry from 5 to 25 tons. 

Other speakers included Ross C. Shannon, special 
representative of Socony Vacuum Oil Co., and Louis 
Rathman, head of an insurance ayency bearing his 
name 

Tom Mills, chairman of the legislative committee, 
wound up the conference by securing a vote of 
confidence for the manner in which he plans to 
approach the Agricultural Department on the va 
rious problems confronting the industry. He told 
the members that the department had been vers 
broadminded, and anticipated good cooperation on 
the issues his committee intended to seek relief on 

A resolution was passed, asking that every mem 
ber cooperate to the best of his ability for the gen 


eral welfare of the association 


~/v- BENERAGE CASE TRUCK 
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Check these features and 
you will see why M/W 
Case Trucks have been 
accepted as the stand- 
ard for the bottling in- 
dustry. 


Priced from 


817-95 
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Manufactured by 
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WASHINGTON, MO. 


Now MEYERCORD 
DECAL S¥ne 


ride the rails... 


For many years, Meyercord Decal 
Truck Signs have traveled the high 
ways of America,and the world. Now 
you'll find them riding the rails, too! 


Private rail-car operators . such 
as Hercules Powder Company, 
Clinton Industries and American 
Maize Products Co are NOW using 
Meyercord Railway Decals for the 
very same reasons Meyercord Decal 
Truck Signs have become standard 
with the nation’s truck operators and 
fleet owners. 


Meyercord Railway Decals are 
durable and tough...especially proc 
essed for gruelling railway use. They 





are highly resistant to rain, broiling 
sun, ice, oil, acid, hail and sudden 
climatic changes! 


Meyercord Decal Signs-on 
Wheels” are easily and quickly ap 
plied. The colors and the design go 
on in one operation cuts lay-up 
time to a minimum 


Distinctive trademarks, lettering 
styles and advertising messages are 
reproduced on Meyercord Decal 
signs exactly as you specify 

If your firm operates its own rail 
cars, we invite your inquiry Let 
Mevercord 's design and engineering 
services solve your problem 


a MEYERCORD ... Always first on Railways and Highways 


f 
[ 
PMng ALU EP I Meyercord technical skill, service facilities 
\ 4 and design ingenuity provide lower cost 
“a " durable, uniform, easily applied pictorials, 
iL trademarks, and lettering fortrucks and com 
ve! a) pany cars. Write for prices and full informa 
is Pad nt P tion. FREE: Ask for complete brochure “Ads 
oo on Wheels’. No obligation 


Dept. C-501 


THE MEYERCORD co. 5323 West Lake Street 


Unlds Lbrgest Decalesmania Manufacturer 





Chicago 44, Illinois 
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MODEL E-33C 
ILLUSTRATED 


one of our most 
dependable employees 


On the job 24 hours a day . Operating 


quietly keeping beverages properly 
cooled , 
with a dependable Copelametic refrigera- 


that’s any beverage cooler 


tion unit at its heart. 


Copelametic . . . the ACCESSIBLE hermetic 

.. has neither belts nor seals, requires no 
manual oiling. Those features alone cut 
service needs 90%. Add to that the prac- 


tical feature of ‘‘accessibility,’ and you have the most 


soundly engineered refrigeration unit money can buy. 


Select your beverage coolers from the many that are re- 
frigerated with Copelametic units, Economical cooling will 


be assured. Servicing will be at a minimum. 





‘a 





hes 





DEPENDABLE SU>>*-REFRIGERATION | 




















SIDNEY. 






REFRIGERATION UNITS (OPEN TYPE AND COPELAMETIC) WATER COOLERS 





(WHAT’S YOUR PROBLEM? ... from Page 33) 





“My present big 
problem is with the 
jobbers who do not 
seem to be able to get 
proper distribution. 
My territory, after 
all, does not encom- 
pass huge metropoli- 
tan areas, and it 
seems to me _ there- 
fore that the jobbers 
could do a better job.” 





4 


TOMAINI 


Armond Tomaini, Little Wonder Beverage, Long 
Branch, N. J. 


“There is no doubt 
in my mind as to what 
my biggest problem 
is today. It’s labor. I 
have two unions to 
contend with, and 
only the Almighty 
knows that it’s tough 
enough to contend 
With one union, let 





alone two. If someone 
LEVIN ; . ¥ 

could give me an an- 
swer to this problem, he would really be a miracle 


man.”—-Morris Levin, Star Bottling, Phila., Pa. 


“IT am deeply con- 
cerned about poor bot- 
tle returns, and have 
been for many 
months. Volume busi- 
ness only seems to 
worsen the situation; 
even when the volume 
is at a price which re- 








turns a profit, it still 
does not return the 
bottles—and the prof- 
its go into buying more bottles.”—Harold Chapin, 
Dad’s Root Beer Bottling Co., Newark, N. J. 


CHAPIN 


“My big problem is 
still prices—or rather 
the lack of adequate 
prices. It seems that 
it’s almost impossible 
to get any cooperation 
onthis problem 
among the bottlers 
here. One prominent 
franchise drink is still 
being sold at 5c in my 

KOPF territory, although 
the price is higher elsewhere in the state. What’s 
more, there is still some price cutting going on.” 

Saul Kopf, Service Bott. Co., Paterson, N. J. 
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Industrys Best Customer— 
Youth Market— 
Getting Bigger! 





yao 


Youngsters have always rated special merchandising 


and marketing attention from soft drink bottlers. And 
for good reason: they're the largest consumers of our 
products. 


Tu youth market—the soft drink industry’s big- 
gest source of business—-is getting bigger. (An 
N.B.G. survey several years ago showed that young- 
sters between the ages of five and twenty account 
for one-third of all soft drink consumption. ) 

How big has this market grown? Well, the num- 
ber of school-age children 5 to 17 years of age in the 
United States increased by more than one million 
in the 15-month period between April 1, 1950, and 
July 1, 1951, according to the Bureau of the Census. 

The large increase in the school-age population in 
this short period reflects primarily the considerably 
greater number of births in the postwar period from 
April 1945 to June 1946 than in the depression 
period from April 1932 to June 1933. 

All the States, with the exception of Alabama and 
Kentucky, showed increases. California had the 
largest absolute increase, approximately 142,000 
New York, with an increase of 118,000, was the only 
other State to gain more than 100,000 school-age 
children during this period. Other States with sub- 
stantial increases in the number of school-age chil- 
dren were New Jersey, with 49,000; Ohio with 
61,000; and Florida, with 41,000. 

For the United States as a whole the increase 
amounted to 3.4°°. The greatest percentage increase, 
8.3, took place in Nevada, although the absolute 
increase there was only 2,000. The decreases in 
Kentucky and Alabama were 0.7% or 5,000 and 
0.5° or 4,000 respectively. New York increased 
1.7 


above the national figure 


and New Jersey increased 5.9°°, both well 
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FRANCHISE DIVISION 


VERNOR COMPANY 


DETROIT 26, MICHIGAN 


JAMES 
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HERMAN 


BOTTLER S’ 


BODIES 


PALLET & DECK BODIES 
THAT WILL DELIVER 

MORE FOR YOU ATA 
GREATER PROFIT! 


« More Route Calls—Faster... 
¢ More Merchandise Per Trip. . . 


¢ More Driver Comfort Thru Ease of 
Operation... 


¢ That’s HERMAN'’S Offer for '53 


And, Herman Bottler Bodies are built to 
last... Heavier gages at all stress points 
and rust resistant protective underskin 
featured on all models enable Herman 
to give maximum service at lowest cost. 
Along with these features of economy 
and long life, you get matchless styling 
and practical design in beautiful Herman 
"Rolling Billboards’ * that advertise the 
goodness they carry. 


* 
Rolling Billboard” is a copyrighted name 


THE “5 WIDE” DECK BODY 


(or "4 WIDE’’) 
STANDARD OF THE BOTTLING INDUSTRY! 


Skeleton case slides and separators reduce weight and 
eliminate cleaning problems and make this the 
EASIEST LOADING AND UNLOADING DECK BODY 
EVER BUILT. Strong steps—tough fenders—stout 
bumpers complete this well integrated unit. 










THE ‘‘LOW-BOY”’ PALLET BODY 


RUNNING BOARD LOADING HEIGHT accomplished by a 
simple drop frame construction—standard with Herman 
Engineers for a generation. 

All-welded high: tensile steel construction—corrosion re- 
sistant. Mounts on any make chassis. 


SPECIAL DECK INSERTS ARE AVAILABLE FCR THE 
“TRANSITION PERIOD”. 


THE "STRAIGHT FRAME” PALLET BODY 


Has special reinforcing against lift truck damage. Smooth 
floor and divider clearance promotes most efficient LOAD- 
ING and UNLOADING. All-welded high tensile steel con- 
struction—corrosion resistant. Mounts on any make chassis. 
Compartment separators and roof are optional equipment. 


DECK BODIES 





THE "LOW-BOY” DECK BODY... 


. also features RUNNING BOARD LOADING HEIGHT. 
5 case wide skeleton type deck body lower by more than 
a case than the Standard "5 Wide", featuring drop frame 
construction. ONLY 71% INCHES TO THE 6TH DECK 
WITH SMALL BOTTLES—66 INCHES TO THE 5TH DECK 
WiTH LARGE BOTTLES. 





‘PHONE or WRITE TODAY for COMPLETE INFORMATION 


HERMAN BODY COMPANY 


Manufacturing Plants: ELIZABETH, NEW JERSEY © ST. LOUIS, MISSOURI 


SALES OFFICE 


4414 CLAYTON AVENUE 
ST. LOUIS 10, MO. 


FRanklin 5300 











Pepsi-Cola President A. N. Steele 
Honored At N. Y. Distributors’ Banquet 


Alfred N. Steele, President of Pepsi-Cola Com- 
pany, was honored for his ‘great leadership” at 
the fourth annual banquet of the New York Pepsi- 
Cola Distributors’ Association, held in New York 
City, Feb. 22. More than 600 persons attended. 


Pepsi - Cola Presi- 
dent A. N. Steele. 
center, receiving 
plaque for “inspir- 
ational leadership” 
from Sid Glichen- 
house, right, presi- 
dent of N.Y. Pepsi- 
Cola Distributors. 
Phil Rubenstein. 
vice-president of 
Pepsi-Cola Metro- 
politan looks on. 


Mr. Steele received a plaque in appreciation of 
his cooperation and service to the Association and 
the fine overall program of Pepsi-Cola Company in 
the past three years under his leadership. The 
presentation was made by Sid Glichenhouse, presi- 
dent of the distributors’ association. 

In recognition of outstanding work during the 
past year, presentations also were made to the asso- 
ciation’s officers—-Sid Glichenhouse; Ruby Pastor, 
vice president; James Romano, secretary, and Al 
Sommer, treasurer. Members of the association’s 
board of directors also received awards for service. 

Speakers included Mr. Steele, Mr. Glichenhouse 
and Philip Rubenstein, vice president and general 
manager of Pepsi-Cola Metropolitan Bottling Co., 


Inc. 





Top parent company officials were among prominent 
guests at N. Y. Pepsi-Cola distributors’ testimonial din- 
ner to Pepsi President A. N. Steele. Seated, |. to. r.: 
Sid Glichenhouse, distributors’ president: Mr. Steele: 
Ruby Pastor. distributors v.p.; and Philip Rubenstein, 
v.p., Pepsi-Cola Metropolitan Bottling Co. Standing: 
J. E. Stevens, Staff Ed. N.B.G.; Joe LaPides, Pepsi, Balti- 
more; Herb L. Barnet, v.p., Pepsi-Cola Co.; Emmett 
O'Connell, president, Metropolitan; Sheldon Coons, 
director, Pepsi-Cola Co.; George Textor, Marine Mid- 
land Bank; W. B. Forsythe, v.p., Pepsi-Cola Co.; Richard 
Burgess, v.p., Pepsi-Cola Co., and Frank Staropoli, 
Pepsi, Rochester, N. Y. 
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1952 Sales Record-High, 
Chicago Pepsi Plant Reports 


E. E. Beisel, President of General 
Bottlers, Inc., bottlers and distribu- 
tors of Pepsi-Cola in Chicago, Kansas 
City and Des Moines, has announced, 
with the publication of General Bot- 
tlers’ Annual Report for 1952, a 25.8¢; 
increase in sales over 1951. 

Record sales in 1952, attributable 
to favorable beverage weather and a 
policy of aggressive advertising and 
sales promotion, have resulted in an 


With the high price of 
SUGAR 


here (2 a sure way Lo 








Use 


increase of net income from $190,816 
in 1951 to $278,855 last year. 

Annual earnings for the past year 
before taxes reached a new high of 
$749,855, exceeding 1951 earnings of 
$494,816. 


Central N. Y. Bottlers' Group 
Elects Officers 

At the annual meeting of the Cen- 
tral New York Bottlers Association 
held February 3 at Utica, New York, 
William Parry, 7-Up, was elected pres- 
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WEET-ER No. 50 


for Gee in 
», Gandy and Baked Goo® 
weetEr Sweetens Instr 
nagin 6 other prohibited ingot” 
ons Game or beet suger cate 
nig GOR euger molanet tay to 
od thecein. Bt will not sweet 





Sf SWEETER, , ror Sys0rS 
= 1H the honk oi 
ALLONG water the same 
EXTRA by eer q 
wil be matly tae" 
( ewert & 
eallone ewost on oom ™ 
deducted 
BAKED Goons. Fraurt 
: n sma oe 
r gwert £ * 
sed 


<1 etbte acids. sods pee 
wee 
MOUTH EXTRACT CO- B* - 


WEETNESS wo Gane ov Bet 








EXTRACTS 


A full line plus special formulas 
for your every flavoring need. 


SERVING THE CARBONATED 
BEVERAGE INDUSTRY 


FOR OVER 


Write for this valuable 


free booklet crammed full of 










facts — formulas — tables and other helpful 
information plus a complete descriptive list 
and prices on Red Diamond flavors. 
Samples on request. 





ONE PINT SAVES UP TO 480 LBS. OF SUGAR! 


12.0 ee oe Oe ee Oe eek, Bacmmenel 2 ek @ Baaek, En 
Now you can save money by using less sugar and still get an added 3100 SOUTH KEDZIE AVENUE # CHICAGO 23, ILLINOIS 
sweetness equivalent to almost 5 bags of sugar when you mix one pint of 
SWEET-ER with cane or beet sugar syrup. Yes, and you get this added sweetness 
without loss of time—without waiting—because SWEET-ER sweetens instantly! 
SWEET-ER is a tested quality product*—giving uniform dependable results 
—every time—with any flavor! NO SACCHARIN OR OTHER PROHIBITED 
INGREDIENTS! Let SWEET-ER help you to save time, sugar and money. Order 
today! $6.00 a pint. 





Genesee Bottling Works, and Al Cam 
panaro, Star Bottling Co 


ident succeeding Sam Freeman, Pepsi- 


Cola, who became chairman of the 














Board Membership in the Association is : 


The following officers were also composed of bottlers in the Utica, 


Ss. elected; H. W. English, Coca-Cola, Rome, Herkimer and Boonville areas 
lhe weel-Cer Company Vice President; Sol Simon, Canada 
SUBSIDIARY OF PLYMOUTH EXTRACT CO.., INC. Dry, Secretary, and Tony Flint, Flints Edward Diehl 
104-19 Roosevelt Avenue, Corona 68, N. Y. Zottling, Treasurer Edward Diehl, The Diehl Beverage 
Members of the Board of Directors Company, Memphis, Tennessee, passed 
include the above officers and John away recently. He had been in ill 
*Sweetening power of SWEET-ER attested (test num- Pe aie ) ; eae sie: <i ~ ; ' : = ; ’ 
ber 46715) dated April 14, 1952 by U. s, at ting C'o., Inc.. W roble " Ki, Royal vane ; J ‘ ven he alth for the past two and . hall 
Hoboken, N. J. Copy upon request. zone, Orange Kist; Frank Jasile, years 
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Canadian Column. . . 





Ontario Convention 


C. W. Boorman of Boormans Bev- 
erages Ltd., Peterborough, Ont., was 
elected president of the Ontario Bot- 
tlers of Carbonated Beverages at the 
recent annual meeting of the organiza- 
tion. 

Other officers are: Frank Hunter, 











Esbeco Limited, Stratford, vice-presi- 
dent, and D. C. Kay, Jr., The Alex 
Robertson Co., Mount Forest, hon- 
orary secretary-treasurer. 

The following directors were 
elected : 

For Northern Ontario: A Kokotow, 
Dominion Bottling Works, Kirkland 


Now is 
the time 
To Run a 


Test on 





ANCHOR 
ALKALI 


FOR BOTTLE WASHING 


Now-—while you have time to examine 
results carefully—is a good ume to find 
out what a superior product Solvay 
ANCHOR ALKALI is. Before the rush starts, is more economical! Order 
you can prove to yourself that this bottle 
washing cleanser will give you many ad 
vantages throughout the coming season 

there Il be no specks, no spo, no Crome 


dulling film on your bottles; special 


leave bottles shining and sparkling; and 
because consumption per unit number of 
bottles washed is low, ANCHOR ALKALI 
Solvay 


ANCHOR ALKALI today 


SOLVAY PROCESS DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 

Ap 61 Broadway, New York 6, N. Y. 

wn BRANCH SALES OFFICES, — a 

Boston * Charlotte * Chicago * Cincinnati * Clevelond 

Detroit * Houston * New Orleans * New York * Philadelphia 


rinsing prope rties in ANCHOR ALKALI Pitteburgh © St. Lewis * Syracuse 
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Lake, and Lorne Prentiss, Macdonald 
& Son Ltd., New Liskeard. 

For Central Ontario: Jack Davies, 
Hinds Beverages Ltd., Orillia, and 
L. G. Brown, Brown's Beverages Ltd., 
Gravenhurst. 

For Western Ontario: Norm Lowe, 
Snells Bottling Works, Chatham; M. 
Moran, Moran’s Beverages, St. Cath- 
erines, and Dave Rapheal, Majestic 
Beverages, Hamilton. 

For Eastern Ontario: Dr. H. P. 
Millan, St. Lawrence Beverages, 
Kingston; M. Dworkin, Seven-Up Bot- 
tling Co. Ltd., Ottawa, and Bill Smith, 
Smith Beverages, Bowmanville. 

For Toronto: R. W. Keast, Coca- 
Cola Ltd.; H. C. Wilson, Charles Wil- 
son Ltd.; Harry E. Wooley, Seven-Up 
Ontario Ltd., and J. Thompson, 
Orange-Crush Ltd. 


Big New Coke Plant Opens 


The new plant of the Coca-Cola 
Co., Ltd., in Belleville, Ont., recently 
began production and_ distribution 
operations. R. H. Keast, company 
vice-president with headquarters in 
Toronto, stated that the new plant 


is appropriate to the growth of the 


business and of the city of Belleville. 

In addition to Mr. Keast, many 
other officials of Coca-Cola Ltd., par- 
ticipated in the opening day cere- 
monies at the new plant. Among them 
were: 

Claud Duncan, chairman of the 
board; J. D. Singlehurst, regional 
manager, Ottawa; J. J. Collins, Ot- 
tawa; Clark Murkar, Peterborough 
branch manager; George Morton, 
Kingston branch manager; L. McKee, 
assistant sales manager, Ottawa; and 
Gil Raganwald, manager, Ottawa. 

Aubrey Coe is manager of the Belle- 
ville plant. 


Will Build Warehouse 


The Coca-Cola Company, Windsor, 
Ont., has obtained a permit for con- 
struction of a warehouse. The new 
addition will cost about $15,000. 


Kik-Cola News 


New Kik-Cola bottler in Winnipeg 
is Manuel Shapiro, who recently pur- 
chased the business from Sam Shinoff. 





Mr. Shapiro has added America Dry 


to the plant’s line. A Kik-Cola 
franchise has been awarded to Michael 
Kowal, Canora, Saskatchewan. 


Wynola Adds “2-Way” Bottlers 


Wynola Corporation, Ltd., has an- 
nounced the granting of “2-Way” Bev- 
erage franchises to four additional 
Canadian plants. These are: 

Victoria Beverages, Victoria, B. C.; 
Binet Turgeon, Beauceville, P. Q.:; 
Capital City Bottling Company, Ed- 
monton, Alta., and Lake Wood Bever- 
ages, Kenora, Ont. 


Canada Dry Elects Two 


The Board of Directors of Canada 
Dry Limited have announced the elec- 
tion of N. L. Bosworth as Vice-Presi- 
dent and General Sales Manager and 
Member of the Board; and W. S. Mac- 
farlane as Secretary-Treasurer. Mr. 
Bosworth has been associated with 
Canada Dry for 17 years with experi- 


ence at every level of sales supervision. 


_Mr. Macfarlane, with the Company 24 


vears, has served as Office Manager 
in Montreal and Toronto and lately as 
Company Auditor. 


Bottle Master Cartons 
Being Produced In Canada 


Packagemaster Ltd., with manufac- 
turing plant in Pickering, Ontario, is 
now in production of Bottle Master 
carry-home cartons and other pack- 
aging specialties. 

The new company has exclusive 
Canadian patent rights for the Bottle 
Master carton, made in the U. S. by 





G. M. Channing, right, sales head 
of Packagemaster, Ltd., Toronto, is 
shown with Ben Frankel, Altanta 
Paper Co. representative in N. Y. C. 





National Bottlers’ Gazette 

















Atlanta Paper Company, Atlanta, Ga. 

Bottle Masters are being produced 
on high-speed rotary equipment de- 
signed specially for this product and 
made from water-resistant kraft board 
produced to specification in Canada. 

Sales of Packagemaster Ltd. are 
in charge of George M. Channing, with 
offices at 129 Sterling Road, Toronto. 
Mr. Channing, a native of Toronto, is 
well-known in sales circles throughout 
Canada. 


C.B.C.B. Convention This Month 


The 1953 annual convention of the 
Canadian Bottlers of Carbonated Bev- 
erages will be held March 30-31 at the 
Royal York Hotel, Toronto. 
turnout is expected. 


A record 


B. C. Bottlers Have Two Associations 


British Columbia bottlers of car- 
bonated beverages now have two sep- 
arate associations in which member- 
ship is available to any soft drink bot- 
tler in the Province. 

The first is the British Columbia 
Bottlers of Carbonated Beverages. 
The second is the recently-organized 
Bottlers’ 
Manufacturers’ 


Section of the Canadian 
Officers 
of this new group, and their opera- 


Association. 


tions, are: 

W. L. Drummond, Orange-Crush 
Ltd., Vancouver, Chairman; A. L. 
Gray, 7-Up Vancouver Ltd., Van- 
couver, Vice-Chairman, and R. D. 


Cameron, Canadian Manufacturers’ 
Association, Vancouver, Secretary. 

Directors are: E. W. Brinkworth, 
Victoria; Cyril H. 
Day, Kamloops Bottlers, Kamloops; 
G. A. Christensen, Lucky Strike Bot- 
tlers, Vancouver, and W. H. Barter, 
Pepsi-Cola, Vancouver. 


Crystal Spring, 


Adds New Drink 


MacKinlay & Sons, Glace Bay, N.S., 
have introduced Red Rock Cola. This 
is in addition to ginger ale, Nesbitt’s 
Orange and Plus 4. The distribution 
is through Cape Breton Island. 


New Equipment Installed 


Cyril Day, operating the Kamloops 
Bottling Works, Ltd., at Kamloops, 
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B. C., producers of Orange-Crush, 7- 
Up and Pepsi-Cola, has added a new 
CEM Saturator to his plant, which is 
to be enlarged with the addition of 
other carbonated beverages’ processing 
equipment. 


Installs Heil Washer 


Ed. Turner of the Nanaimo Bottling 
Works, Ltd., Nanaimo, B. C., an- 
nounces the addition of a 12-wide Heil 
washer, installed by the Paul Moore 
Co., Inc. Mr. Turner’s operation pro- 
duces Orange-Crush and all Orange- 
Crush products. 


Plant Changes Hands 


At Saskatoon, Sask.., 
of the Dominion Bottling Works Lim- 


the ownership 


ited, has passed to a new company, the 
7-Up Bottling Co., Ltd., headed by 
Albert S. Homenick and Mike Okrus- 
ko. The new owners have installed a 
CEM Filler and Saturator, and the 
enlarged plant’s capacity has been in- 
creased by fifty per cent. 


Double-Cola Opens Plant, 
Offices In Canada 


C. D. Little, president of Seminole 
Flavor Company, and originator of 
Double-Cola, has announced the open- 
ing of The Double-Cola Company of 
Canada, with headquarters in Mon- 
treal, to serve Canadian bottlers. 

The Seminole Flavor Company is 
now in its 30th year of continuous 
service to the carbonated beverage in- 
dustry and the opening of the new 
Montreal plant marks another mile- 
stone in the progress Double-Cola has 
made throughout the vears. Canadian 
bottlers will welcome having their 
Double-Cola concentrate and advertis- 
ing shipments made from this con- 
venient location. 

Seminole Flavor Company also has 
under construction in Chattanooga 
Tennessee, a new million dollar home 
for the manufacturing plant and sales 


offices. 


Coke Plant Shifts Location 


The Jackson 
bottling Coca-Cola and other soft 


Zottling Co. Limited, 





drinks at Moose Jaw, has moved its 
plant and business from 21 Cariboo 
Street to 264 River Street, Moose Jaw. 


Lewis-Shepard In Canada 


Lewis-Shepard Products, Inc., an- 
nounced recently that their Master 


Line of materials handling power 


trucks is now represented by Mussens 
Canada Limited in Montreal, Quebec. 
Mussens is one of Canada’s largest 
distributors of industrial equipment. 


t weal 








With the addition of the Lewis- 
Shepard Master Line of power trucks, 
they are in a position to offer their 
customers complete materials han- 
dling service. Their offices are located 
at 65 Colborne Street, Montreal, Que- 


bec, 
Manny Solnik 


Manny Solnik, president and gen- 
eral manager of Dominion Dry Gin- 
ger Ale Co., Ltd., 
away recently. He was 46. 


Toronto, passed 


Bottles! 


GLENSHAW.GIASS CO., Inc. 
Glenshaw, Pa. 





Dr. Enuf, At $1.70, Selling 
Well, Bottlers Claim 


Bottlers of the recently-introduced 
Dr. Enuf, a vitamin-mineral soft 
drink with less than 85 calories, is 
selling well at $1.70 per case in mar- 
kets where it has been introduced, 
according to reports from bottlers of 
the product. 

Louis Wahl, Dr. Enuf bottler in 
Elgin and Aurora, Illinois, claims he 
will sell a minimum of 50,000 cases 
in twelve months. Mr. Wahl, further- 


more, is reportedly so encouraged by 
growing sales of Dr. Enuf at $1.70 
that he intends to raise prices on his 
other soft drink products. 

Charles Gordon, Dr. Enuf bottler 
in Johnson City, Tenn., said he expects 
to sell 65,000 cases in 1953, despite 
the fact that he is in an 80c market. 
Sales reports of other Dr. Enuf bot- 
tlers are equally optimistic. 

Dr. Enuf is franchised by the Mark 
Williaims Chemical Co., Chicago. 
Mark T. Maxwell is general sales 
manager. 


Buckner Equipment Company 


MOVING TO NEW PLANT! 


to provide better facilities for 
rapidly expanding equipment sales 


prices reduced for quick sale! 


10-25% BELOW 


our usual low 





Washers 


1—MEYER DUMORE, 8 wide, 2 comp., single end 
—$1 075.00 

I—MEYER, 8 wide, 3 comp., double end, splits 
to qts.—$3,500.00 

1—MICHAEL YUNDT, 12 wide, 4 comp., double 
end, splits to qts.—$I,750.00 

1—LIQUID UNIVERSAL, 4 wide—$!.500 00 

*I—LIQUID UNIVERSAL, 4 wide—$2,150,00 

I—STURDI-BILT SOAKER, 6 wide, automatic un 
load, 75 to 90 case—$! 500.00 

I—D & L, 6 wide, 120 CPH, automatic unload- 
$2,250.00 


Fillers 
1—CEM 28 spout, parts for 3 size bottles- 


3,750. 

*1—CEM 20 spout, parts for 3 size bottles— 
$6,950.00 

I—CEM 14 spout, parts for 3 size bottles— 
$375.00 

*I—DIXIE, Model F, automatic, one man hookup, 
parts for 7 and 1!2 oz. bottles—$2,200.00 

1—DIXIE, Model C, hand feed—$475.00 

I—DIXIE, Model C, automatic—$675.00 

I—LIQUID 12 spout Red Diamond, parts for 2 
size bottles—$775.00 

*I—LIQUID 12 spout Red Diamond, parts for 2 
s'ze botties—$! 475.00 

*i—'IQUID 12 spout, new in 1948, parts for 2 size 
bottles—$2.775.00 

I—LIQUID 32 spovt, parts for 2 size bottles— 
$1,750.00 

2—CEMCO 40 spout filler & crowners, for 12 o2 
exports and crown top cans (1|—1944—$1 475.00) 
(1—1948—$1 575.00) 


Labelers 


I'—O & J, duplex rotary automatic, 150-180 BPM, 
parts for 7 to 12 o2. bottles—$/,275.00 

|1—ERMOLD, 10 wide, Model 100, automatic, 200 
BPM, 7 to 12 oz. bottles—$!,475.00 

1—WORLD, rotary, automatic, for 12 oz. bottles 
$175 00 

*I—WORLD, rotary, for 12 oz. bottle—$!,275.00 


discount prices! ment. 


Write or phone im- 
mediately your specific 
needs. Prompt = ship- 


Items indicated with asterisk are reconditioned 
and guaranteed. Other items are offered as is 
but in full operating condition. 


Carbonators—Saturators 


I—LIQUID "Lifetime Magic"’, 
1000 GPH—$1,750.00 
I=U9uID stainless steel, 800 GPH—$!.495 00 


stainless steel, 


I—LIQUID, stainless steel, 500 GPH—$975.00 
I—LIQUID, stainless steel, 200 GPH—$525.00 
1—CEM, stainless steel, 500 GPH (1949)—$975.00 
I—LIQUID, dome type, 250 GPH—$275.00 


Syrup Filters 

*|—BUCKNER 10° Filter Press, 5 GPM, sanitary 
pump and nickel alloy fittings—$875.00 

*|—BUCKNER 10" Filter Press, 5 GPM, bronze 
pump and fittings—$675.00 

*|—13'' Disc Filter, 3 GPM, pump, motor, fittings 
$375.00 


Water Filters 


*I—INFILCO JBAS system, lime treating tank, 
quartz filter, carbon purifier, 1500 GPH— 
$2.450.00 

*!—20'' quartz and !|—20'' carbon—$675.00 

*i|—24"' quartz and |—24'' carbon—$875.00 

*|—36'' quartz and I—36'' carbon—$!,!75.00 

*|—42'' quartz and !—42'' carbon—$1 475.00 

(All Filters newly lined, with new packing, 
valves and connections) 


Stainless Storage and Mixing Tanks 
All sizes available from 60 to 500 gallon capacity 


Coolers 

*I—MOJONNIER Carbo-Cooler, 150 GPH (Re 
conditioned by Mojonnier Bros.)—$!,950.00 

I—FILTRINE Water Cooler, cabinet style, with 
5 H.P. Freon Compressor—$1,575.00 

|'—DAY & NIGHT Cooler, cabinet style, with 
7'/y H.P. Freon Compressor—$!,!75.00 


All items offered subject to prior sale. 


Partial list only. Hundreds of other items available. 





BUCKNER EQUIPMENT COMPANY 


Liquid Hondling Materials and Equipment 
Dept.NB 2524S. Wabash Ave: Chicago 16, Ill. Phone DAnube 6-1344 













Take steps NOW 


to add new sales appeal 
to your products with.... 





PEACOCK BRAND 
CERTIFIED FOOD COLORS 


MANUFACTURED AND DISTRIBUTED BY WM. J. STANGE CO,, 


CHICAGO 12, ILLINOIS 


OAKLAND 21, CALIFORNIA 


IN CANADA: STANGE-PEMBERTON LTD., NEW TORONTO, ONT. 


J. W. Birrell, Sr. 

John Walker Birrell, Sr., well- 
known Utah and Idaho bottler, died 
January 28. Mr. Birrell, 70, was 
founder of the Birrell Bottling Co., 
Salt Lake City, and co-owner of the 
Seven-Up Bottling Co., Twin Falls, 
Idaho. 


Steve Hannagan 
Stephen J. “Steve”? Hannagan, 53, 
one of America’s most colorful and 


highly paid press agents, died Feb- 





ruary 5 of a heart attack. His death 
occurred in Nairobi, Kenya, Africa, 
where he was on assignment for one 
of his clients, The Coca-Cola Export 


Corporation. 


C.L. Harrison 


Clifford L. 
sentative for Polak & Schwarz, In 


Harrison, sales repre- 


in several Eastern states, died Feb 
ruary 4. Mr. Harrison, 52, had spent 
his entire business career in the flavor 





and essential oil field. 
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Join The Fight Against 
Anti-Beverage Propaganda 


by WILBUR GLENN 


Public Relations Committee 
A.B.C.B. 


Irresponsible charges that soft drinks 
and other sugar-containing products 
cause tooth decay are totally without 
foundation. Every bottler’s help is 
needed to get the true facts across to 
the public. 


Our INDUSTRY and our products have constantly 
been under attack from various doctors, dentists 
and educators as one of the possible causes of dental 
caries. Some of these people are renowned scien- 
tists and they are conscientious and are acting for 
what they believe to be the best interests of their 
profession. But, I can tell you positively that no 
one has any definite research or data proving be- 
yond all doubt that the cavities which sometimes 
occur in our teeth are caused by sugar containing 


foods. 


The work of combatting the damage to our in- 
dustry and loss of sales of bottled carbonated bever- 
ages from erroneous statements and theories that 
are not backed up by facts principally rests with 
the research and public relations committee of 
A.B.C.B. However, your help is needed, too—and 
later on I will show you where and how you can 


help. 
We have faced several concentrated attacks, 
among the lesser ones. 


During the last World War, there was a serious 
shortage of sugar, which you remember all too 
well, and various branches of our government in 
Washington employed journalists or other alleged 
writers to put out a constant stream of publicity 
against the use of sugar in our diet. This sort of 
thing gave impetus to the few scientists and doctors 


who were already opposed to soft drinks. 
Movie Stars Used In Attack 


Another concentrated attack came from the 


Southern California Dental Association who em 





“SUNSATION” 





90 WATER STREET 








‘It's A Sensational Orange 
... AND THERE'S A GOOD REASON WHY — 


“SUNSATION” has that lasting fresh fruit taste! 


"SUNSATION" (4 02.) has the kind of fresh fruit flavor that will bring 
your orange sales up and keep it there! 


We say you've never tasted an orange like "SUNSATION" and we'll 
gladly send you a sample to prove it! Write. . 


ESSENTIAL PRODUCTS CO.. Inc. 





Established 1895 NEW YORK, N. Y. 





Check Squirt Sales 
folate! 


YOU'LL 
SWITCH TO SQUIRT 
T00! 





COPYRIGHT 10653. THE SQUIRT COMPANY 


Write For Franchise Details Today 


THE SQUIRT COMPANY 9272) 'ainn"ccnrorsic 
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Through extensive research and 
experimentation, DOMINION now 
offers a greatly improved— 


BROMINATED VEGETABLE OIL 


which is very light in color, with 
accompanying high standards of 
taste and uniformity. 





Your inquiry is invited. 








Samples upon request. 


<g>) DOMINION PRODUCTS Inc. 


Manufacturing Chemists 


10-40 44th DRIVE LONG ISLAND CITY 1, N. Y. 





BEFORE YOU ORDER 
BOTTLE OPENERS 


Check SCOVILL'S prices! 


... You're in for a pleasant surprise when you 
do! While these are among the lowest-priced 
openers on the market, they are well-made 
convenience items on which you'd be glad to 
have your name appear. 












NO. 115 CHIP-NOT OPENER 
Locationof nibs reduces 
danger of chippage 
even under heavy stress 
or strain. Available let- 
tered or unlettered in 
copper or nickel finishes. 





NO. 111 AND NO. 112 HEAVY- 
DUTY OPENERS. Provide excel- 
lent strength plus ample space 
for your advertising message. 
No.111lisatwonib and No. 112 
a three nib opener. Both are 
available lettered or unlettered 
in copper or nickel finishes. 


Give-aways that help build sales 


Write today for descriptive literature and 
f samples of these and any other openers in 
wen rene which you are interested. You'll be amazed 
=r at the prices we quote and the prompt de 
(z)| livery. Scovill Manufacturing Company, 
Ms 59 Mill St., Waterbury 20, Connecticut 


J.3.2 
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modern people, 
Ys 


‘EVER was a whole generation better to look at than the 
N slim, lithe youngsters of today. What's more, insurance 
figures say they'll live longer than theit grandparents did. And 
much of the reason is their modern, more sensible diet. 

That’s why today Pepsi-Cola is more popular than ever, 


Because it has constantly kept pace with the wholesome 


change in taste to lighter foods and lighter beverages. 


PEPSI-COLA 


The Light rofreslunidn 
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modern taste... 


rofuushen awitheit filling 


Today’s lighter Pepsi-( ‘ola is dry, never too sweet or heavy, 


reduced in ealories. It refreshes without filling. 


Enjoy it whenever you want refreshment—either in the 


familiar big economy bottle for two, or in the smaller single- 


drink size. Have a Pepsi—the modern, the /ight refreshment. 








ployed stars from the entertainment field, such 
as Bing Crosby and Bob Hope, to make a series of 
records containing ridiculous statements like: 
“Don’t drink soft drinks or eat candy if you want to 
keep your teeth. Put a few dried prunes or apricots 
in your pocket and eat them during recess time at 
school”. 

Can you imagine anything any more unsanitary 
than taking dried prunes or apricots out of your 
pocket and eating them? Their suggestions also 
ignored the facts that dried prunes and apricots 
contain the same kind of sugar as soft drinks, the 
only difference being solid foods adhere to the 
teeth much longer after being chewed; whereas, 
a carbonated beverage remains in the mouth only a 
few minutes, at most, and then the buffer action 
of saliva bathes the teeth and in a minimum amount 
of time the normal P. H. has been restored. 

When this attack was launched, A.B.C.B. sent a 
competent doctor to the offices of the Southern 
California Dental Association and asked for any 
proof that they had regarding soft drinks as a 
factor in dental caries. Of course, they had no proof 
to support the statements already made, nor could 
they cite any research projects under way that 
would tend to show that carbonated beverages were 
a factor in the formation of dental caries. 

Attacks on our industry such as the two just men- 
tioned can be successfully challenged, but we are 
faced with a continuing problem that I consider 
much more serious and that is, the large amount 
of literature published in the Dental Journals by 
competent scientists and doctors who indicate that 
they believe sweetened carbonated beverages are a 
factor in the dental caries problem. Spokesmen for 
some of the dental groups are also active, prin- 
cipally in promoting the so-called ‘Miller’ theory 
of tooth decay. That theory, dating back to 1882, 
holds that carbohydrates combined with micro-or- 
ganisms in the mouth form an acid, which then 
attacks the structure of the teeth in such a way 
as to cause tooth decay. 

Today, after seventy years of controversy, the 
dental and medical professions are still trying to 
decide whether Dr. Miller’s theory is only a theory. 

The A.B.C.B. research and public relations com- 
mittee has been approaching this attack from two 
angles. First, it has based a publicity and adver- 
tising campaign upon facts favorable to soft drinks, 
as gleaned from existing medical and dental litera- 
ture. Next, the Committee has sponsored research 
projects seeking additional information. 

Results of some of the A.B.C.B. studies have been 
published in the news and editorial columns of 
newspapers and in advertising copy which A.B.C.B 
is publishing in the American Journal of Publi: 
Health; General Practice; Modern Medicine; Post- 
graduate Medicine; Dental Survey; Forecast fo; 
Home Economists; Grade Teacher: and The In- 


structor. 
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A helpful booklet completed in November 1952 
reproduces five advertisements which have appeared 
in the A merican Journal of Public Health. These 
ads discuss the several theories of tooth decay, and 
offer convincing evidence that soft drinks are not 
involved. This booklet will prove helpful in answer- 
ing almost any question about soft drinks and tooth 
decay. 

Our program has made and is making progress. 
Contacts with members of the professions have 
given the Association’s Committee much encourage- 
ment. They show that members of the various health 
groups are interested, and want to be properly in- 
formed and advised on the true facts. What are 
they? 

1. The theory of tooth decay, as the result of 
sugar sweetened foods has not been established 
as fact, nor is it so accepted by the medical or 
dental professions as a whole. This is shown by 
the wide differences of opinion and dispute within 
those professions on that subject, and the extent 
of the current scientific literature relating to it. 

2. Even if sweetened foods were reasonably im- 
plicated as the result of carbohydrate content, then 
because of the lack of any distinction between na- 
tural and refined sugars, virtually all fruits, cereals 
and vegetables are implicated. This is a situation 
which is not generally disclosed in publicity urging 
upon the public the theories regarding causes of 
dental decay. 

3. Authorities in the dental research field have 
shown, by their work and by their analysis of food 
characteristics, that carbohydrates in solution are 
not retained in the mouth or in the teeth in any 
degree comparable with foods which must be 
chewed. Thus, soft drinks have been shown to have 
virtually no effect upon the mouth condition which, 
even as a theory, is being preached as the cause of 
dental decay 

What can you do to help in this program—to 


» 


yet the true facts, across? A great deal. 

Local interest and local action by members of the 
industry are needed if this pernicious propaganda 
effort is to be successfully combatted. The local 
bottler and his employees, talking to their own 
dentists, doctors and parent-teacher leaders, are in 
the best position to correct erroneous viewpoints 
To help in this work, A.B.C.B. provides several 
tools. In addition to reprints from the American 
Journal of Public Health, these include: 

1. Ads for use in state or local dental publica 
tions by state or regional bottlers’ associations. 

2. Public Health series of ads in mat form, for 
use in local newspapers. 

3. Reprints of ads from professional journals. 

4. Booklets and 
teachers’ magazines. 

Every A.B.C.B 
and urged to muke use of these helpful public 


“lessons” reprinted = from 


member is sincerely invited 


relations tools 
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Waukesha V-Belt P.D.* Sanitary 
Pump. Modern, Compact, with 
new steel plate base and sanitary 
adjustable feet. 











Check 
these 
Exclusive . 
features: ae Meets os aloe 
crevices inside and outside — plus 
timple disassembly — saves clean- 
up time and labor. 


WAUKESHA FOUNDRY COMPANY se 











With a Waukesha P.D. Pump you can be 
sure there'll be no excess aeration to cause 
loss of carbonation, or the sparkling effer- 
vescence your customers prefer in your 
beverages. Because a Waukesha delivers 
your syrup “Bubble-Free”’ straight through 
the production line — without the aera- 


*P.D. — Positive Displacement — Smoother Flow 











P.D.* SANITARY 

PUMP PROTECTS YOUR 
SYRUP FROM a 

AGITATION, AERATION 



















tion that could rob your beverage of its pep 
and flavor. That's only one of many ad- 
vantages of the Waukesha Positive Dis- 
placement principle of pumping. 

Get the whole story today of Waukesha 
P.D. Pumps — with or without the VEN- 
TED COVER. 





100% 
SANITARY. 
PUMPS 


Dependable Product of a Responsible Manufacturer 










CORROSION-RESISTANT METAL — 
all product contact parts are of Sani- 
tary ‘‘Wavkesho Metal'’ or Stainless 
Steel. Easy to clean, leaves no met- 
allic flavor in syrup or beverages. 


LONGER SERVICE-LIFE — Fewer 
working parts, plus Wouvkesha's 
One-Piece O-Ring Sanitary Seal, and 
Standard Reconditioning Plan, mean 
longer trouble-free service. 


WAUKESHA, WISCONSIN 











Industry's Problems Get Going-Over At 


Well-Attended Washington Convention 


FO ssuincron, the State with the 
most bottlers selling at’ $1.40 and 
$1.60 in the nation, if not in numbers 
then certainly in percentage of oper- 


ating plants, held its 36th annual con- 


effort .. 


Magliner magnesium hand trucks! 


magnesium 


«Strong! 


Ibs.—and more! 


rying Capacity. Five 








Heavy, outdated hand trucks mean wasted 
. non-productive labor! You and 
your driver-salesmen can't make money play- 
ing weight-lifter! Increase business . . 
profits . . . by equipping your fleet with 


. and 


Certified strength. Capacity- 
rated to handle loads of 450 


I Case Capacity! 


25% preater-than-ay erage Car- 


handled securely—with ease! En- 
xineered weight distribution. 


vention at Spokane, February 15-17, 
with a record-breaking attendance of 
optimistic and forward-planning bot- 


tlers, and a large supporting cast of. 


supplymen. In the pattern of all 











NO OTHER HAND TRUCK GIVES YOU THESE ADVANTAGES! 


magnesium 
Light! 


As light as 11 Ibs.—Magliner 
hand trucks are easily lifted 
by a child. Try this with 
your present equipment, and 
compare! 


ALL PARTS REPLACEABLE! 


No weld failures! No costly 
repairs! No truck scrapping! 





GET THE FACTS...MAIL TODAY! 


Mog hiner 


magnesium 





PINCONNING, MICHIGAN 
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Nome 
Company 


HAND TRUCKS Address 
MAGLINE INC. « P.O. BOX 361 | “ity 


State size of fleet 


Please mail descriptive bulletin HT-101 


Please have your representative arrange o trial 


demonstration. 


Zone State 


Northwest meetings, the convention 
was solidly packed with authoritative 
speakers, open forums and_ social 
events. 

Five leading trade authorities 
A.B.C.B. President E. Robt. Anderson 
of Rochester, N. Y.; N.B.G. Editor 
M. J. Becker; Seven-Up Co. Vice- 
President Ben Wells; D. Mitchell Cox, 
Vice-President of Pepsi-Cola Co., and 
Dr. Julian Toulouse, Owens-Illinois 
Glass Co.—-headed the _ impressive 
group of speakers. Other addresses 
were given by Louis Wohlmer of the 
Paul Revere Insurance Co., Seattle, 
which is handling the association’s 
group insurance plan; J. Henry Hel- 
ser, J. Henry Helser Investment Co., 
Portland, Oregon; and Cyril Wright, 
Foster-Kleiser, San Francisco, outdoor 
advertising firm. 

In the elections, President Harold 
Corwin, Vancouver, who recently was 
elected to the A.B.C.B. Executive 
Board, was elected to the Washington 
Board of Directors, after having 
served three terms. He was succeeded 
as president by Louis DeMoise, Che- 
halis, a 7-Up bottler. Others elected 
were: vice-president, Art Rabe, Sev- 
en-Up Bottling Co., Spokane; secre- 
tary, John Noel, Jr., Pepsi-Cola Bot- 
tling Co., Yakima; and _ treasurer, 
Mrs. Ellen Conlon, Highland Pacific 
Beverages, Inc., Mt. Vernon. 

Directors chosen were Richard 
Smith; Al Roth, Jr., Coca-Cola Bot- 





tling Co., Wenatchee; Phil Camma- 


rano, Cammarano Bros., Tacoma; Jack 
Farrell, Seven-Up Bottling Co., Inc., 
Walla Walla; Otto Garcea, and Cliff 
Dawson, Coca-Cola. Bottling Co., Se- 
attle. 

As soon as a bottler applies cost- 
accounting to his businerr, A.B.C.B. 
President Robt. Anderson declared, 
he instantly sees the need for pricing 
for profits. When he gets a higher 
price, and begins to merchandise and 
advertise aggressively, both his profits 
and sales increase. And when all bot- 
tlers recognize and practice this busi 
ness fundamental, a much stronger 
industry will result. 


Urges Local Associations 


Anderson also stressed, in his in- 
formal talk, the value of local asso- 
ciations in helping bottlers solve their 
common problems. He said that bot- 
tlers in his area had formed such a 
group, the Monroe County (N. Y) 
Bottlers Association, and that the 
membership had already received 


“great benefits’. Presently, he added, 
this organization is sponsoring a co- 
operative newspaper advertising cam- 
paign. 

Leavening his address with many 
Mitchell 
Cox pointed out that consumers judge 


anecdotes, Pepsi-Cola’s D. 


an industry and its products by per- 
formances and services, not promises. 





NEW WASHINGTON OFFICERS (left to right): Harold Corwin, retiring president; 





K 


Louis de Moise, incoming president; Art Rabe, vice-president; Phil Cammarano, 


board; and Ed Smith, outgoing secretary. 
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LEADING AUTHORITIES in 
beverage industry addressed 
Washington convention, 
among them D. Mitchell Cox, 
left, of Pepsi-Cola Co., and E. 
Robert Anderson, right, ABCB 
president. 





“You are the representative examples 
of the best type of small businessman 
in a democratic capitalism’, he told 
the bottlers. “You bottle and sell a 
product which gives happiness, con- 
tentment, refreshment, pleasure and 
satisfaction—a product which exhibits 
10 negative factors whatsoever. Be- 
‘ause you are in a business such as 
this, and because you all are self-made 
men, you represent the strength that 
is American Democracy.” 

Seven-Up’s Ben Wells gave his au- 
dience a sparkling demonstration of 
what it takes to be a good route-sales- 
man. He used costume changes, props, 
and enlisted the aid of several Seven- 
(‘p bottlers in the audience to demon- 
strate his points. Entitled ‘‘Warm 
Hearts and Cool Heads”, his talk pin- 
pointed the need for adequate sales 
training of routemen. 

NATIONAL BOTTLERS’ GAZETTE Edi- 
tor, M. J. Becker, at the mid-point of 
a 7,000 mile swing around the coun- 
try, addressed the group on the im- 
portant topic of deposits on contain- 
ers. ‘“Bottlers threw pennies away by 
the millions when they failed to ade- 
he de- 
clared, “and they are still throwing 


quately price their products”, 


them away by stubbornly adhering to 
antiquated and impractical deposit 
systems. In this industry, one meas- 
ure of success is the number of bot- 
tles, cases and cartons filled and re- 
filled, not in the number of ‘dead sol- 
diers’ we accumulate out in the mar- 
ket.” 

(At the close of the convention, sev- 
eral bottlers announced their inten- 
tions or raising deposits to 4c a bottle 
on splits. An 8c deposit on quarts is 
also under consideration. ) 

Two instructive films were shown. 
The first was an Owens-Illinois Glass 
Co. movie on bottle conservation, 
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with remarks by Dr. J. H. Toulouse 
and Sig Funke. The second film, on 


safe driving, was shown by the Inter- 


national Harvester Co. 


Top Dr. Pepper Bottlers Get 
Sales, Production Awards 
The 72 Dr. Pepper bottlers with 
the greatest 1952 sales and production 
records received awards last month at 
bottler 
staged by the parent Dr. Pepper Com- 


annual regional meetings 
pany, Dallas, Texas. 

The presentation of nine different 
awards highlighted meetings attend- 
ed by Dr. Pepper bottlers from nearly 
100 cities. W. W. Clements, vice presi- 
dent and general sales manager, made 
the presentations. 

Waco, 


award 


Texas, won the _ highest 
a gold “Perky” trophy. The 
Waco area has the highest average 
consumption of Dr. Pepper of any 
franchise territory in the U. S. 

A silver “Perky” trophy, the next 
highest award, went to plants in 
Roanoke, Va.; Dallas, and Mt. Pleas- 
ant, Texas. Seven other plants re- 
ceived bronze “Perky” trophies—-Clin- 
ton, N. C.; El Dorado, Ark.; West 
Jefferson, N. C.; 
Mayfield, Ky.; Lenoir City, Tenn, and 
Staunton, Va. 

Dr. Pepper plants which had the 
highest per capita consumption with- 


San Antonio, Texas; 


in a state and zone (a zone comprising 
one or more states) were awarded 
“Perky” plaques. The bottler who 
achieved the highest percentage in- 
crease of sales within a state and zone 
also received a plaque from Clements. 

In addition to Clements, speakers 
who described programs designed to 
push sales to a new high this year in- 
cluded L. M. Green, president; E. M. 
Dosser, vice president in charge of 





bottler service; Bob Conybeare, as- 
sistant general sales manager; A. H. 
Caperton, advertising manager, and 
Bob Stone, sales promotion manager. 


Hires Adds 8 Bofttlers 


Charles E. Hires Co., Philadelphia, 
recently announced the granting of 
franchises to eight additional bottlers: 

Angelo Ben Poloni, Utah Bottling 
Works, Price, Utah; J. W. Johnson, 


You Can Be ~ 
OUT IN FRONT | 


with 





Uniformly high quality ... taste ap- 
peal... price that permits sound 
profit . . . have made MarBert 
Cola and M-P Cherry-Cola the 
choice of hundreds of successful 
independent bottlers. PROVE IT 
YOURSELF—For just one dollar 
we'll send you a full gallon of 
ready-to-bottle sirup.* Bottle it. . . 
test it... you'll be convinced! 


MarBert Cola 





Johnson Beverages, Bessemer Mich. ; 
Louis Zimmerman, The Hires-Thrill 
Bottling Co., Kawanee, Ill.; William 
Gerlach, Hires Bottling Co., Casper, 
Wyo.; C. H. Spaulding, Hires Bottling 
Co., Manchester, N. H.; F. T. Dotch- 
negall; Louis Fritz Mineral & Soda 
Water Co., Covington, Ky.; M. J. 
Fronek, Whistle Bottling Co., Con- 
nellsville, Pa., and L. R. Florabel & 
M. Menard, Monarch Bottling Works, 
Swanton, Vt. 






YOU CAN'T BUY BETTER CONCENTRATE 








ONE DOLLAR 
TRIAL OFFER 





t 

i MARBERT PRODUCTS, INC. 

I 19 E. Lombard St., Baltimore 

I Here's your dollar, send a gallon of bottlin 
g 9g 

I flavor checked and information on prices to: 

: Name 

| Company 

I Address 

City 


MarBert Coua 


*Syrup available for trial only to bottlers in U.S. and Canada. MarBert 
Cola and M-P Cherry Cola are regularly sold as a concentrate 


MarBert Cola 
2, Md. M-P Cherry Cola 


syrup of (Check here) 


Zone State 












. * . ese 

Demineralization and Silica 
Removal by lon Exchange 

To help explain one of the newer roles that ion 
exchangers are playing in industry, The Permutit 
Company, 330 West 42nd Street, New York 36, 
N. Y., has prepared a 28 page bulletin, Demineraliza- 
tion including Silica Removal by Ion Exchange. 

Due to its extremely economical operating costs, 
as compared with distilled water, demineralizztion 
and silica removal through the medium of ion 
exchange resins has come into very extensive use 
in all phases of industry. It is being used to great 











For the Crowning Performance, be sure 
your beverage crowns have the extra 
protection of Mundet cork liners... 


processed from the world’s best cork. 


Mundet Cork Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 


serves the World 


Mundet Crowns 


COMPLETE CROWN SERVICE 














MUNDET DISTRICT OFFICES 











*ATLANTA DALLAS 1 KANSAS CITY 7, MO. PHILADELPHIA 39 
339-41 Elizabeth Street, N.E. 601 Second Avenue 1428 St. Lovis Avenue 8546 N. 48th Street 
*BOSTON DETROIT 21 *LOS ANGELES (Maywood) ST. LOUIS 9 
57 Regent St. (No. Cambridge 40) 14401 Prairie Street 6116 Walker Avenue 3176 Brannon Avenue 
* 
CHICAGO *HOUSTON 1 “MILWAUKEE 9 eae” NEW COLE CUP VENDOR 
35 E. Wacker Drive Commerce and Palmer Streets 4834 N. 35th Street *tn a A 1200-cup capacity is featured in the new “Magniflo” 
CINCINNATI 2 JACKSONVILLE 6, FLA. “NEW ORLEANS 16 Mundet Cork & Insulation Ltd. vendor being produced by Cole Products Corp. (Chicago). 
427 West 4th Street 800 E. Bay St. 315-325 N. Front Street 35 Booth Avenue, Toronto Machine makes a series of debut showings this month in 
*CROWNS CARRIED IN STOCK Chicago, New York. and Los Angeles. 
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advantage in the following fields: 
biologicals, chemicals, drugs, pharmaceuticals, foods, 
beverages, solvents, electroplating and many others. 


power plants, 


This new bulletin, 3803, describes the chief appli- 
cations, principals of operation, design features, 
advantages, recommendations and specifications of 
Permutit’s demineralizing and 
apparatus and synthetic resins. 


silica removal 


Ertel Offers Comprehensive Catalog 


A complete catalog (No. 52) of its line of liquid 
handling equipment, including asbestos disk filters, 
portable mixers, hand cappers, self priming pumps 
and other units, is offered free to any interested 
bottler by Ertel Engineering Corp., Kingston &, 
N. Y. The 16-page catalog is printed in several 
colors, and well illustrated. 


National Rejectors Opens 
Dallas Branch 


National Rejectors, Inc., St. Louis, Mo., has an- 
nounced the opening of its new Dallas branch office 
at 3202 Knox St. It will serve the Southwest with 
the paramount aim of bringing quicker service and 
personal contact to Arkansas, Louisiana, Oklahoma, 
New Mexico and Texas. 


New Additive "Locks'' Carbonation 


Carbo-Lok, a new development of Brookdale Lab 
oratories, 222 Sylvan Road, Bloomfield, N. J., has 
been scientifically developed to “lock” and “retain” 
carbonation in carbonated beverages containing 
sugar, and is especially recommended for highly 
carbonated beverages. 

Tests performed by the firm’s laboratory indicate 
that beverages containing Carbo-Lok will give 25% 
to 40% more carbonation in the glass immediately 
after opening and pouring. It also will reportedly 
maintain the carbonation in the remaining beverage 
after opening for a much longer time period, and 
help increase shelf life. Tests by independent labora- 
tories are said to confirm these findings. 

Brookdale Laboratories also report that: 

Carbo-Lok, as a carbonated beverage additive, has 
the plus advantage of providing smoother operation 
while bottling, which in turn means increased pro 
duction. Brookdale says this is because little or no 
foaming is possible when Carbo-Lok is used in 
flavored syrup. 

It has also been observed that when Carbo-Lok 
is used as an additive in flavored syrup, it inhibits 
the formation of bacteria in bottling equipment, 
and therefore, may be considered a_ bacterial-in- 
hibitor even under the most adverse conditions 

One 4 oz. jar of Carbo-Lok is said to provide 


March, 1953 


IMPROVED ... 


Moellenbrock & 
Wilke, Washington, 
Mo., are introducing 
a completely new 
line of beverage case 
trucks. The new mod- 
els have curved axle 
hangers which will 
greatly strengthen 
the truck and will 
add to its appear- 
ance. A replaceable 
axle is another fea- 
ture. 




























y “ 
. 
vane aavenel!® 








NEW DISPENSER 


Steel City Mfg. Co.. 
Youngstown, Ohio. 
has announced per 
fection of a complete- 
ly new electric bev- 
erage dispenser for 
non-carbonated bev- 
erages. Unit is said 
to have unusual eye 
appeal with a strong 
point-of-sale pulling 
power because it 
gives the feeling of 
““animated rain- 
drops”. 
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GMC BOWS HYDRA-MATIC PICK-UP TRUCK 


The first GMC Hydra-Matic pickup truck rolls off the 
assembly line of the GMC Truck and Coach Division 
Plant at Pontiac, Mich., as Fred Falberg (left) factory 
manager; Philip J. Monaghan, general manager; and 
Harold Havermale, superintendent of truck manufac 
turing, point out the “GMC— Hydra-Matic” insignia 
on the side of the hood. 



















bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 
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Write for Franchise Information 


THE SQUIRT COMPANY 


202 South Hamilton Drive, Beverly Hills, California 
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sufficient additive for 100 gallons flavored syrup, or 
1 oz. to 25 gallons. Prices and further data available 


on request. 


Owens-Illinois Reports Earnings; 
Plans Huge Atlanta Warehouse 


Net earnings of Owens-Illinois Glass Co. for 
1952 were $16,200,820.50, J. P. Levis, chairman, 
has reperted. This compared with earnings of $17,- 
022,615.59 in 1951. 

Sales and other operating revenues amounting to 
$293,181,522.78 were 5.7 per cent below the 1951 
total of $309,774,611.08. Mr. Levis attributed this 
decrease to the sale of the American Coating Mills 
Division to Robert Gair Co., Inc., on April 1. He 
pointed out that the sales of the company’s glass 
products reached an all-time high in the third quar- 
ter of 1952. 

Owens-Illinois also reported last month that a 
modern warehouse, that can store millions of glass 
containers, will be built on the outskirts of Atlanta. 


Automatic Couplers Now Offered 
By Towmotor 


Towmotor Corporation, Cleveland, Ohio, has added 
three types of automatic couplers to optional origi- 
nal equipment available on Towmotor lift trucks 
and tractors. Installed as replacements for standard 
towing eyes, these couplers speed the pick-up and 
release of trailérs used with Tomotor units. 


DOUBLE-COLA SALES MEETING 


Double-Cola territorial representa- 
tives recently met in Chattanooga, 
Tennessee for their annual sales 
meeting. Sales and _ advertising 
plans for 1953 were presented. Pic- 
tured left to right are W. A. Mc- 
Mahan, Paul Haase, D. T. Carnahan, 
R. R. Ashley, Leonard Krick, W. H. 
Thead, C. D. Little, John Wall, John 
Kirby, C. W. Wheland, Kyle Davis, 
W. D. Rymer, J. M. Geeslin and C. A. 
Finley. 








Each type is built with an open jaw which auto- 
matically makes the connection when entered by 
the trailer coupler. One type provides a hand-oper- 
ated release lever, another employs a foot lever, 
while the third permits operation of the release 
mechanism either manually or by foot pressure. 
Two of the couplers are spring-actuated and the 
other utilizes a ball-type lock. 


Celebrating 20th Anniversary 

J. H. DeLamar & Son, Inc., Chicago, formerly 
known as DeLamar-Hendrey, Inc., is celebrating its 
twentieth anniversary. 


EVERYTHING YOU NEED 
TO CASH IN 


ON 













more . 


New point-of-sale aids—window streamers, posters, decals, eye-catching carton, and 
. PLUS power-packed newspaper ads, radio spot announcements, merchandising 
plans, and other tested and effective promotions that keep KIST sales booming the year ‘round! 
Write for details on the KIST FRANCHISE 

CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 1], Ill. 


A top quality product 
plus 


the most powerful 
promotional campaign 
in KIST history makes 
your selling job easier 
and your 


PROFITS BIGGER 
THAN EVER! 


Rubber-Base Paint Protects 
Against Corrosion 


The corrosive action of chemicals, caustic cleaners 
and moisture on metal surfaces and machinery used 
in bottling and food processing industries can cause 
severe equipment damage and possible product con- 
tamination. A new rubber-base paint said to offer 
longer protection against such corrosion has been 
introduced by the Tropical Paint & Oil Company, 
Cleveland 2, Ohio. 

Tropical president Van M. Darsey states that 
laboratory tests of the tough new Metakote rubber- 
base enamel produced amazing results. When im- 
mersed in a 5% caustic soda solution at 140° F, 
a well known chemical-resistant enamel deteriorated 
and was stripped from the test panel in 12% hours. 
A Metakote-covered panel, under the same condi- 
tions, after 27 hours immersion, showed only slight 
and temporary loss of luster. 

Product is available in a variety of colors. 


Dr. Pepper Building New St. Louis Plant 


In Major Expansion Move 


Work is now under way on an 
$300,000 Dr. Pepper bottling plant in St. Louis, the 
first company-operated bottling venture outside the 


ultra-modern, 


deep south. 
Described by President Leonard Green as a *‘ma- 


iVil help you with 





It can pay you to call in the DiAamMonb 
Technical Serviceman. Often he can 

recommend more economical methods, 
newer cleaners that can save you 

— > money. This service is free. Call your 
nearby DIAMOND sales office. 


Man 
DIAMOND 


DIAMOND 


TECHNICAL 





DIAMOND CLEANERS 


DIAMOND ALKALI CO. 
Cleveland 14, Ohio 


CHEMICALS 
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| Problems | 
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COMPLETELY ADJUSTABLE 
CONVEYOR 


Oliver Corp., A. B. Farquhar Divi- 
sion, York, Pa., is introducing the 
Expand-O-Veyor, a completely ad- 
justable conveyor. Unit can be set 
high or low, long or short, or at any 
angle in either direction, to suit 
varying requirements. The new 
conveyor is said to be the answer to 
the problem of handling many dif- 
ferent jobs in areas where only one 
conveyor can be used, due to space 
or budget limitations. Available in 
two sizes, the smaller unit is adjust- 
table from 11’ to 18’ in length; the 
larger, from 15’ to 25’. 








jor move” in the Dallas soft drink firm’s nation- 
wide expansion program, the plant comes on the 
heels of a better than 100 per cent increase in Dr. 
Pepper sales in the St. Louis area last vear. 

The building is on an 80,000 square foot site in 
the 5000 block of Kemper Park Avenue. Construc 
tion is expected to be completed and the plant in 
operation late in March. 

While there are approximately 400 independ- 
ently franchised Dr. Pepper bottlers throughout 
the country, the St. Louis enterprise is one of only 
five company-operated bottling plants. 








This CREAM SODA 
concentrate (3 oz.) 
with color, has been hailed 

by bottlers as a ‘sure-fire’ 
seller. Try a liberal sample 
in your market—see the difference! 


GENERAL FLAVORING EXTRACT CO. 


104 W. Pearl St., Cincinnati 2, Ohio 
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O. K., send me a liberal sample of CREAM SODA, 3 oz 
NAME 


ADDRESS 


CITY STATE 
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Livingstone Markets Steam-Jet Cleaner 


For fast, indoors, steam-jet cleaning with com 
plete safety from fire hazards or flooding of the 
working area, Livingstone Engineering Company, 
Worcester, Mass., announces the new “Standard” 
Steam-Jet Cleaner, with automatic balanced control 
According to the manufacturer, Livingstone engi 
neers set out to design a composite unit that would 
embody the best features of each prior Speedylec- 
tric model, combined with the latest developments 
tested and 


of intensive engineering research, 
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~ BOOST YOUR SPIRITS! 
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Your Territory May Be Open 
Write or Wire 


B-1 BEVERAGE COMPANY 


2301 Hampton Ave., St. Louis, Mo. 
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proven in countless and varied field applications. 

Featuring compact portability, fast action, oper- 
ating simplicity, complete safety and all electric 
freedom from fire hazards, this new “Standard” is 
available for operation on 220, 440, or 550 volts A.C. 
power. The operation of the steam generator, regula- 
tion of detergent flow and atomization with steam 
at the jet are all under fingertip control of the 
operator at the steam gun or lance. 


Yale & Towne Launches 
Materials Handling Road Show 


A materials handling road show with fork lift 
trucks as the major performers, has been assembled 
by the Yale & Towne Mfg. Co., Philadelphia, Pa., 
and is now touring the nation. 

Before the “run” is over two giant trailers will 
have toted the 68 ft. x 40 ft. Big Top and its para- 
phernalia twice across the Continent, up into Can- 
ada, down into Mexico——25,000 miles and two years 
away from opening night. 

Yale & Towne undertook this spectacular venture 
in take-it-to-the-customer merchandising to show 
manufacturers in various industries how to cut costs 
and solve labor shortage problems with fork lift 
trucks and accessory equipment. 

In discussing the show, Elmer F. Twyman, Vice 
President of Yale & Towne, said, “There is a com- 
pelling need of bringing modern materials handling 
experience to thousands of businesses and hundreds 


“| SWITCHED TO 


SQURT : 


Says Bill Thiemann, 
Peoria, Illinois 










Because .. “Squirt 
mixed with ice cream 
makes the slickest drink 

it's the favorite treat 





you ever tasted 
for the girls, too 
Check Squirt sales. . 





. and you will switch to Squirt too. 





Write for Franchise Information 


THE SQUIRT COMPANY 


202 South Hamilton Drive, Beverly Hills, California | 
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PARTIAL LIST OF DISTRIBUTORS: 


Rochester, N. Y 
Pittsburgh, Pa 
Philadelphia, Pa 
Buffalo, N. Y. 
Alameda, Cal. 
Baltimore, Md. 


Cramer-Force Company 
Standard Box Company 
Treen Box Company 
Union Paper & Twine Co 
Edgewater Sales Org. 
Acme Box Co 





...» PARTITIONS 
THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 


The rugged construction of FIBERLOX Partitions 
assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
in either stock sizes or to your specifications. 


Write today for complete information. 


_g PAPERBOARD PRODUCTS, Inc. 








PORTLAND 2, MAINE 
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Y & T's “ROAD SHOW”... 
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Top — Interior of one 
trailer of the Yale & 
Towne Road Show used 
for presenting movies of 
materials handling 
equipment actually in 
use in plants in many 
industries. Right — E. F. 
Twyman, Yale & Towne 
Vice President, headed 
the assembly of the 
show. 














For the 


Best Polished Water 








select the 


P>—4 
spins. Fils 


DISC FILTERS 


improved taste and appear- 
ance of your beverage 
means increased sales! 





























Capacity for water at 25 
Ibs. pressure is more than 
300 gal. for the first hour. 
Uses inexpensive filter pa- 
per or cloth. 





Other "Filpaco" Products for 
the Beverage Plant: Filter 
Presses, Stainless Steel Tanks, 





COMMON SENSE 


of communities that are not yet fully aware of the 
labor-aiding, cost-saving functions such equipment 
contributes,” 

The materials handling Big Top will play one of 
its important engagements to the 5th National 
Materials Handling Show to be held in Philadelphia 
in May. 


Mercury's New Combination 
Hand Truck-Trailer 


Mercury Manufacturing Company, Chicago, IIL, 
announces the production of a new type combination 
hand truck-trailer, with a 4000-lb. capacity, designed 
to handle palletized loads. Model A-310-326M is an 
all-steel, caster-steer trailer equipped with a simple 
brake mechanism designed to permit easy manual 
control of the hand truck and load when operating 
on grades. Flush deck construction of the unit makes 
it especially suitable for hauling pallet loads of 
materials. 

The trailer brakes are of the external contracting 
type. Spring loaded shoes bear on the two rear 
load-wheels. Brakes are applied by depressing a 
hand-operated lever, conveniently located on the 
caster-end pipe rack. 

The standard model hand truck-trailer is 36-in. 
wide by 62-in. long and the flush deck is 13-in. from 
the floor. However, models with different dimensions 
can be supplied for special applications. 





Use Berghausen’s 


CARAMEL COLORING 














Transfer Pumps, Conveyors, 
Portable Agitators, Filter Pa- 
per, Filter Cloth. Write Today For Details! 


We will be omes to discuss your Filtration Supply 
and Equipment Problems, without obligation. 


















FILPACO INDUSTRIES 
The FILTER PAPER CO. 


Chicago 16, Ill. 
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WWE 
"WZ, 2414 S$. Michigan Ave. 
Ce 


It’s Safe 
* 


CARAMELS FOR ALL PURPOSES 


Colas - Root Beer+ Other Beverages 
& 
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™°E BERGHAUSEN CHEMICAL co. 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 








COMBINATION HAND TRUCK-TRAILER 





Mercury combination hand truck and trailer, 4,000 lb. 
capacity for palletized loads. 





New Lomax Catalog 


Frank B. Lomax Company, Inc., has announced 
availability of a new catalog, No. 2511, covering its 
entire line of Stainless Steel sanitary processing 
equipment. Included are storage tanks, agitator- 
mixing tanks in various designs, vertical and hori- 
zontal, both stock and made to order. Copies of the 
catalog may be obtained by writing the firm at 1915 
W. Hubbard St., Chicago 22, III. 





Last Year’s Experience 
Should Be A Lesson... 


We don’t have to tell you about refined sugar 
prices last year—you had to pay them. 

But we would like to remind you that 
proper use of the futures market could have 
made a big difference in your actual sugar 
costs. 

And that’s something to think about. 

Because right now the outlook for sugar 
prices in 1953 is at least as clear as it was 12 
months ago... points to extreme difficulty 
in purchasing refined sugar at the prices 
you'd like to pay. 

Are you going to sit back and do nothing 
but hope? 

Or explore the only avenue of protection 
available—the New York Coffee and Sugar 
Exchange? 

If you'd like to know just how you can 
use this Exchange to advantage, we'll be 
happy to tell you—be happy to help plan 
your program. 

There’s no charge of course, simply get 
in touch with our nearest office. 


MERRILL LYNCH, PIERCE, FENNER & BEANE 
Brokers in Commodities and Securities 
70 PINE STREET NEW YORK 5 


Othees in 103 Cities 
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NEW HAND TRUCK 























To ease ascension and descension, Automatic Bending 
Company, Harvey, Illinois, offers the “E-Z Climb” two- 
wheel utility hand truck. Unit features two aluminum 
rocker shoes that act like an extra pair of wheels in 
keeping the load supported until wheels reach the next 


level. 





NEW PORTABLE CONVEYER 






/ / 


_ hath 
ye 


Speedways Conveyers, Inc., Buffalo, N. Y., has intro- 
duced the Model SL] 40 Speedilift, Jr.. a new portable 
power belt conveyer. Unit is particularly suitable for 
loading and unloading from balconies, mezzanines 
and upper floors. This is possible because of an under 
carriage construction permitting this new conveyer to 
overhang. 





“COOLERS 


for efficient WET or DRY operation 

5-Sided refrigeration. 
5-Year Warranty on compressor at no extra cost. 
Saves you $5.00. =<. = 
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6-CASE BEV-COOLER 












24-CASE BEV-MASTER 6-CASE BEV-FOOD 


Write for literature and prices. 


¢ MANUFACTURING CORP. 
E. Kibby St. Lima, Ohio 


Imerica’s Largest Manufacturer of Private Brand Refrigerators 
*Trademark Reg. U.S. Pat. Off. 


“| SWITCHED TO 


Says Frank Gustine, 
Pittsburgh, Penna. 


Because... .“Squirt is my 
idea of a smooth mixer for 
drinks 

Check Squirt Sales .. . and 
You Will Switch to Squirt Too 


Write for Franchise Information 
THE SQUIRT COMPANY 
202 South Hamilton Drive, Beverly Hills, California 


COPYRIGHT 1953. THE SQUIRT COMPANY 
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Kids love SUN SPOT. Grown-ups love SUN SPOT. AMERICA 
LOVES SUN SPOT. Everybody loves SUN SPOT'S real orange 
goodness; and to "taste the tangy tangerines."’ North, South, 
East and West, sensational sales records set by SUN SPOT 


bottlers have proven that fact. 





HIGH SPEED MIXER 





Cherry-Burrell Corp., Chicago, has been named ex- 
clusive distributor for the Norman Mixer—a high speed, 
stainless steel mixer for blending liquids, dissolving 


powders, etc. Mixing action is accomplished by a six 
fluted agitator driven directly by a 1750 RPM motor. 
Unit is all stainless steel except the motor and certain 
wear parts. 









Find out why SUN SPOT boftiers are our best 
advertisement. For complete details as to what 


they say, write to 


SU 
1500 RIDGELY ST., BALTIMORE 30, MD. 





USE COz LIQUID OR ICE WITH NO OPERATING COSTS! 


DRY. ICE CONVERTERS WILL SAVE UP TO 60% OF CO. USAGE 





Dry Ice Converters require no refrigeration or 





other electrical or mechanical aids to opera- 
tion, for either Dry Ice or Liquid CO.,. The full 
opening feature makes cleaning and inspection, 
the only maintenance required, easy and quick. 
Former users of cylinder gas report that their 
Full Opening Dry Ice Converters pay for them- 
selves within 12 to 15 months through savings 
on gas and handling. You can reduce your 
operating costs with Dry Ice Converters. Write 


for folder giving complete details. 





DRY ICE 
CONVERTER CORP. 





TULSA, OKLAHOMA 


RY ICE CONVERTER CORP. 
i P. O. BOX 1652 + TULSA, OKLA. as 
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Setting the Randord | 
Since 1880 SETHNESS PRODUCTS COMPANY 


1300 W. Division Street, Chicago 22, tllinois 
41-15 29th Street, Long tsland City 1, N. Y. 
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MONTE CRISTO - --- THESCO 


—two favorites with bottlers who want the best! 
wiite for , and You Will Swite to Saui A Full Line OF Distinctive 297. “si $ 
Franchise Information Uirt Too T ear ree 
THE SQUIRT. COMPANY i A & Pi C 

202 South Hnenvon PON Beverly Hills, » Calirorats E LL E, IN of New York City 38, N.Y. 


R 953 THE SO MPAN 








88 


Ht} HI 


LOMAX PRESIDENT 


The Board of Directors 
of Frank B. Lomax Co., 
Chicago, has elected J. 
G. Moffat as President, 
succeeding the late Pe- 
ter Paul O'Connor, M.D. 
Mr. Moffat joined Lomax 
as Vice President in No- 
vember 1951. Under his 
direction the firm has 
undergone considerable 
expansion and modern- 
ization. 
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DR. PEPPER NAMES 


James A. Barfield, 14- 
year veteran of Dr. Pep- 
per sales work, has been 
named first manager of 
Dr. Pepper's Company's 
newly-created south- 
eastern division, accord- 
ing to W. W. Clements, 
vice president and gen- 
eral sales manager. 
Barfield will direct Dr. 
Pepper field sales acti 
vities in seven states. 








WHITE ROCK V-P 


Martin Killeen, General 
Sales Manager of White 
Rock Corp., has been 
appointed Vice Presi- 
dent of that organiza- 
tion, Alfred Y. Morgan. 
President, has an- 
nounced. Killeen, a vet- 
eran beverage man, 
joined White Rock in 
1948, and helped the 
company achieve the 
greatest volume in its 
75-year history in 1952. 








CONTINENTAL CAN 
APPOINTMENT 


Peter Wojtul has been 
appointed to the newly- 
created post of director 
of sales of Continental 
Can Go. MN. ¥. CG. Bi. 
Wojtul will advise and 
assist all Continental 
product divisions in 
their sales activities. 
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Thatcher Glass Mfg., Co., Inc. 

The Board of Directors of Thatcher Glass Manu- 
facturing Company, Inc., Elmira, N. Y., has an- 
nounced the election of David R. Parfitt to the 





D. R. PARFITT GEORGE DUSTERDIECK 





Board. Mr. Parfitt, Vice President and General 
Sales Manager of the Company, will fill the va- 
cancy that existed due to the recent death of Jervis 
Langdon. Mr. Parfitt has been with Thatcher for 
30 years. 

The Board also announced the resignation of W. 
A. Wood as Vice President of the Company. Two 
other changes were reported: 

George Dusterdieck has been named branch man- 
ager of Thatcher’s Chicago sales office. Associated 
with Thatcher since 1937, he previously served as 
manager of the firm’s Rochester, N. Y. sales office. 

George W. Peck, II, is the new manager of 
Thatcher’s Rochester sales office. In his new ca- 
pacity, Peck will take charge of the firm’s glass 
container and McKee consumer product sales in 
eastern and central N. Y. State, with the assistance 
of three salesmen. 


Norton Company 


Roger N. Perry, Jr., has recently returned to 
Norton Company’s Public Relations Department, 
following two years’ active duty with the U.S. Navy. 
He is now responsible for the department’s tech- 
nical service section which includes all contacts 
with the technical press. 

Norton Company, with headquarters at Worces 
ter, Mass., manufactures labeling machines and 
other products. 


The Givaudan Corp. 


At the annual meeting of the Board of Directors 
of The Givaudan Corporation, EF. R. Durrer was 
elected president of the company and its affiliate 
companies, Givaudan-Delawanna, Inc., Givaudan 
Flavors, Inc., Sindar Corporation and Givaudan- 
Foreign, Inc. 

The other officers elected by the Board are: F.. N. 
Bangs, Vice President and Secretary; H. F. Duffy, 
Treasurer; Dr. Max Luth, Vice President in Charge 
of Production and Research; and R. FE. Horsey, Vice 
President in Charge of Sales. Hans Kessler con- 
tinues as Sales Manager of Givaudan Flavors, Ince. 
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Get chummy 


BIG PROFITS... 


It’s new—it’s different—it’s dis- 
tinctive! RUMMY, the zesty, 
grapefruit-juice flavor drink 
that’s going up and up in popu- 
larity and making more and 
more money for profit-wise 


bottlers (as sales records prove). 


Sales-tested and sales-proved 
in markets coast-to-coast, this 
superior quality drink costs so 
little to bottle that it actually 


increases profit margins. Its 





parent company is financially 
sound and success-proven. It 
gives you sales-building coop- 
erative advertising and point- 


of-sale support. 


The perpetual, exclusive, pro- 
tected RUMMY franchise is 
aimed at one thing: greater 
profits for you — now and for 
many years to come! Learn all 
about it now ... write, wire or 


phone Topay for details! 


WONDER ORANGE COMPANY 


223 WEST ERIE STREET e CHICAGO 10, ILLINOIS 
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NG EQUIPMENT PLANT 


YT 
400 
Per Minute 


er 4 be * 


vee Cie 


The MEYER DUMORE Filler and Crowner and the MEYER 
Syn-Cro-Mix unit is essentially a high speed production unit, 


built in various sizes and capacities. 


Simplicity in design and rugged construction enables rapid 
filling with dependability. Can be equipped to handle all 
flavors, including pulp drinks, low carbonated drinks and hot 


run drinks. Quality flavor and uniform fill maintained. 


The smooth, sturdy contour of the MEYER DUMORE Filler 
and Crowner is easily kept clean. No corners, recesses or 


pocket like channels for liquid or glass to accumulate. 





Write for 
Bulletin SY-126-2 


GEO. J. MEYER MANUFACTURING CO. 


PROFIT PRODUCING ELEC WE 





Bottler: 7-Up Bottling Company of 


Minneapolis, Minnesota. 


Equipment: 60-valve MEYER DUMORE 
Filler with Syn-Cro-Mix Filling unit. 


Bottle: 7-Up — 7 oz. 


Speed Range: From 325 to in 


excess of 400 per minute. 











CUDAHY, WISCONSIN 
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NAMES IN THE NEWS 


Hyster Company 


Two changes in Hyster Company’s sales promo- 
tion staff have been announced by Dar Johnson, 
department head. Thorsten B. Pearson has been 
named administrative assistant, and Wilton G. 
Smith has been transferred from the eastern divi- 
sion sales department to head up industrial truck 





PEARSON SMITH MORGAN 








promotional activities. Both men have had long 
experience in many phases of company activity. 

Hyster’s general sales manager, Philip Hill, also 
announced the appointment of J. W. Morgan as as- 
sistant sales manager of eastern industrial truck 
sales. Morgan has been with Hyster for the past 
seven years. In his new position, he will make his 
headquarters at the eastern sales division offices 
in the Danville, Illinois plant. The eastern indus- 
trial truck sales division is under the direct super- 
vision of R. F. Moody, sales manager, at Danville. 

Hyster, makers of materials handling equipment, 
has four factories located at Portland, Oregon, 
Peoria, and Danville, Illinois, and Nijmegen, The 
Netherlands. 


The Coca-Cola Company 


The Coca-Cola Company has announced the elec- 
tion of Edmund W. Pugh, Jr. of New York as 
Treasurer, succeeding H. B. Nicholson. Mr. Pugh 
had been Assistant Treasurer since 1949. 


Ball Brothers Co. 

John BE. Bellinger, who has been associated with 
the glass container industry 18 years, has been 
named general manager of Ball Brothers Company 
Southwestern Division, with plant and headquarters 
in Okmulgee, Okla. 

Mr. Bellinger’s appointment was announced by 
President Edmund F. Ball. Previously, he was with 
the Anchor Hocking Glass Corporation. 


American Coating Mills 

George H. Borneman, formerly Credit Manager 
of American Coating Mills Corporation, has been 
transferred to General Sales, as Special Assistant to 
Vice President in charge of sales at the company’s 
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HIRES SECRETARY 


Edward W. David, Pres- 
ident of The Charles E. 
Hires Co., has an- 
nounced the election by 
the Board of Directors of 
C. Edgar Hires as Sec- 
retary. Mr. Hires, with 
the company since 1935, 
is Chief Engineer and is 
in charge of construc- 
tion and equipment. 








headquarters in Chicago. Borneman started with 
the company in 1946. 

Firm also announced that H. L. “Louw” McKinney 
has been named Sales Manager of the Laminating 
Department at the main plant in Elkhart, Indiana. 


Atlanta Paper Co. 

Be tM Frankel New York 
sentative for Atlanta Paper Co., with headquarters 
at 745 Fifth Ave., N. Y.C 


has been named repre- 


E. F. Drew & Co. 


E. F. Drew & Co., Inc. has announced that Wood- 


‘row B. Whitfield and Bill G. Whitfield have joined 


their organization and will cover the State of Texas. 


General Box Co. 
W. C. Vice 
the General Box Company, announces the appoint- 
ment of O. D. Lloyd as Sales Manager of its Louis- 
ville Mr. Lloyd 
years of valuable experience in both sales and pro- 
duction in the Corrugated Shipping Container field. 


Embry, President and Director of 


Corrugated Division. has many 


Barry-Wehmiller Machinery Co. 

The Barry-Wehmiller Machinery Company Board 
of Directors, at a meeting last month, elected Emil 
O. Birkner, Vice-President of Operations, as a mem- 
ber of the board. J. Irvin Obst was elected to Sec- 
retary and Treasurer, and Elmer Blesh to Assistant 
Secretary and Treasurer. 

These appointments became effective February 1, 


1955. 





O-I NAMES... 


©. R. Hecht has been 
named president of 
Owens-Illinois Inter- 
America Corp., a_ re- 
cently-orga:ized, 
wholly-owned  subsidi- 
ary of Owens-Illinois 
Glass Co. New subsidi- 
ary will handie export 
sales in the Western 
Hemisphere. 
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correspondingly reduced. 


Merck Anhydrous Citric Acid will enhance the flavor of your 
carbonated beverages just as effectively as Citric Acid U.S.P. 
and, at the same time, save you money. Approximately 84 
per cent of water has been removed in forming the anhydrous 


Storage, shipping, and handling costs are 


Merck Anhydrous Citric Acid 


Other Merck Products 
for the Bottler: 


» 
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Lactic Acid 
Phosphoric Acid 
Tartaric Acid 
Sodium Citrate 
Sodium Benzoate 
Mineral Salts 


(DRY) 
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MERCK & CO., INC. 
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FREE 
booklet 
gives 6 
ways fo cut 
Sanitation 
Costs 





1. Bottle washing—with better rinsing, lower 
upkeep 

2. Conveyor chain lubrication—with less breakage, 
less downtime 


3. Cleaning and sterilizing processing equipment 
quickly, safely 


4. Descaling bottle washers and refrigerating 
equipment without dismantling 


5. Steam-cleaning bottle cases, conveyors,capping 
and sealing machines, production equipment 


6. Truck fleet maintenance 


Get your copy today! Ask your Oakite Technical 
Service Representative. Or write. 


OAKITE PRODUCTS, INC., 20C RECTOR ST., N. Y. 6, N. Y. 


OAKITE 


CLEANING AND GERMICIDAL MATERIALS 





RESEARCH 
DIVISION 


Technical Service Representatives Located in 
Principal Cities of United States and Caneda 
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LOCAL COOPERATION ... 

(Continued from Page 15) 

What they would do when the prices they could 
charge for their wares would no longer be dictated 
from Washington. As you know, that time has 
finally come, and wherever you can point your 
finger at a successful, well organized, cooperative 
local association, there you will find bottlers who 
have been able to adjust their businesses to a much 
healthier standard. Conversely in any local area, 
Where mistrust and lack of cooperation persists, 
they are still squabbling among themselves, each 
one being afraid to make any move for fear the 
other one won't. 


Local Groups For ALI Bottlers 


Many people seem to believe that the local asso- 
ciation is merely for the small bottler. This how- 
ever, is far from the truth—in fact you will usually 
find that the successful organization is spearheaded 
by some of the largest of the industry, because 
their far-sightedness dictates to them that what 
is good for the industry is good for themselves 
and they usually think in terms of the industry 
first and themselves second. 

For the past several years I have been very happy 
to have been associated with the Southern Cali- 
fornia Bottlers Association in Los Angeles, and 
I want to state that in my opinion it is the finest 
local association any place in the world. When you 
consider the terrific number of bottlers in and near 
our county, I think the accomplishments of our 
association have been outstanding. 

There are many things yet to be done however 
by my association and others—-the battle is far 
from won. And there are many, many local asso- 
ciations still to be formed. 

One of the main tasks that lies ahead in the 
years to come is that of bringing our industry up 
on a par with those other industries who every 
year are taking more and more of the nickels and 
dimes that used to belong to our business. In order 
to do this, I firmly believe that we must reach the 
point where we look upon each other as fellow bot- 
tlers in the true sense of the word rather than as 


competitors. 


Fight Your Real Competition 


You are not my competitor—-my competitor is 
the manufacturer of the frozen juices. When they 
were first introduced a few scant years ago, we 
dismissed them from our mind as being a breakfast 
food item. We can no longer maintain this attitude 
when we realize that during the past vear 55% 
million gallons of these products were not only sold 
to America’s housewives, but actually featured day 
in and day out in the grocers’ ads. Reduced to in- 
dividual servings, this amounts to six billion six 








For a Better 
Buy 






Specity Gaco Tufbiit 


Beverage Cases 


ECONOMY ... is what you get when you buy Gaco 
Tufbilt Beverage Cases. Bottlers records show more 
than ten years’ service for many Gaco Cases. You 
add economy through availability of standard replace- 
ment parts. Send us your order today . . . see why 


Gaco Cases... 


LOOK BETTER 
LAST LONGER 


Standard 
replacement parts. 





GACS 


GIDEON - ANDERSON 


CIDEON MISSOURI 


popular sure profit, 
year ‘round beverage 


Dees 
KAYO...the leader ':: 
in Chocolate Drinks for 
over 25 years’ 


CHOCOLATE PRODUCTS CO. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 





Check Squirt Sales 


rotate | 


YOU'LL 
SWITCH TO SQUIRT 
T00! 





COPYRIGHT 10653 THE SQUIRT COMPANY 


Write For Franchise Details Today 


THE SQUIRT COMPANY 922 nite ccntornie 
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CROWNS 


As You Need Them! 
When You Need Them! 





has been servicing the industry 
with Precision-made, brightly 
lithographed CROWN S for 


more than 20 years. 


Need delivery in a hurry? Need special 
decorations? — Stock designs? — Just call. 
We also manufacture metal SCREW CAPS 
from 18mm up to 89mm. 








Penn Cork & Closures, Inc. 
Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyn, WN. Y. 


STAINLESS NICKEL 
STEEL Late) 4 

















SANITARY VALVES LINE 
AND BRINE FILTERS 
2 
FITTINGS TUBING 


L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 


Sugar Free Extracts 


Boost Winter Sales 


Pale Dry 
Ginger No. 3 $9.60 px 


We also feature the complete Conron line besides 
Full line of Soda Water Flavors. Write for Samples & Prices. 


ca 
ewe a2 toeats 01. tema 12° tive 


‘t.. New York LE Ly 


“THE GINGER HOUSE ” 
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hundred and sixty million glasses. No longer can 
we assume that they are not being used to replace 
bottled soft drinks at lunch time, for mid-afternoon 
snacks and the children’s parties. In 1951 they 
sold 200,000 gallons of frozen lemonade; in 1952 
the California Lemon Juicers alone sold 6,030,000 
gallons—and, 85° of it was sold during the four 
summer months. One frozen juice manufacturer 


increase last 


in Los Angeles alone showed a 285°; 


year. 


You are not my competitor—-my competitor is 
the coffee manufacturer, who last year sold 195,- 
500,000 pounds of coffee in the State of California 
drinks 
amounts to seven billion eight hundred twenty mil- 


alone. This translated into individual 
lion cups. 

You are not my competitor—it is the manufac- 
turer of other substitutes for bottled soft drinks 
in powdered and flavor base forms that make it so 
simple and economical for household use. 

You are not my competitor——my competitor is 
the ice cream manufacturer, the chewing gum man- 
ufacturer, the candy bar manufacturer—who each 
year is wooing the potential customer into his fold. 

These competitors are accomplishing their pur 
pose at our expense through aggressive merchan- 
dising, through hard hitting advertising and 
through cooperative industry advertising. 
awaken to the fight that 


considerable 


It is time that we 


awaits our industry; we must give 
thought and energy and cooperation to a counter 
attack. 

This may appear to be radical thinking, but I 
submit that if all of the 


bottlers in the United States gave away last year 


money that soft drink 


price cutting and chiseling 
there 


put on a nation-wide industry campaign that would 


in the form of deals, 
were laid in one pile, would be enough to 
not only show dividends in our profit columns, but 
would gain for our industry the respect, the ad 


miration and the acceptance which it deserves 


The Job To Be Done 


Some great move must be made to sell the ap 
proximate one-half of the population of the United 
States, who drink little or no soft drinks at all. 
If our per capita consumption is 180 bottles per 
year, this means that many people are consuming 
three or four hundred bottles per year in order to 
products at all. It 


seems reasonable to believe that it would be far 


offset those who do not use our 
easier to convert the non-users into customers, 
than to coerce the 500-bottle drinker into ‘upping’ 
his per capita consumption to 1000 bottles per 
year 

No individual bottler, large or small, will be able 
to accomplish this alone—it will take united, co 
operative effort throughout the years. Our battle 


theme should be “Progress through Cooperation” 



































TURNED INTO 
SUN PARLOR BEAUTY 








0 Now beautiful porcelain-like lasting beauty and 
protection against corrosion from moisture, steam, g 
2% caustic, corrosive acids, gases, etc. Proved for 
years in more than 9600 industrial plants— 

4 Damp-Tex—the wet surface enamel, offers unmatched 

It adheres /, 

_/ to any paintable interior wet or dry surface. Will 

Based on extra high 4 


greater hiding power and prolonged 


dependability and satisfactory service. 


not crack, chip, or peel. 


coverage, 







durability—Damp-Tex proves 25% less expensive 


Write for Folder "NB" M4) 


BiG NEWS) 
en ATING 


Now, for equipment and metol sur 

“faces subjected to extreme alkali 

~ ss and acid conditions. Brush or Spray 
~ Cost less 
Write for information 


in actual usage 










than 4¢ per square foot. 
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SuRrAce ENAMEL d 


a OR bRY, 


STEELCOTE MFG. CO., St. Louis 3, Mo. 


anad hanuta r 
STANDARD PAINT & VARNISH CO., WINDSOR, CANADA 


onodia ’ , ' 
G. H. WOOD & CO., LTD., TORONTO 








CLASSIFIED 


ADVERTISING 








RATES AND GENERAL 
INFORMATION 


@ For sale, Exchange and Wanted 
Advertisements are available at the 


following rates: 25 words, $1.50 each 
insertion; 6c for each additional word. 
Address or box number is not included 
in word count. A number, or group of 
numbers is considered as one word. 


@ Orders for classified advertising 
must be accompanied by payment. 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 


@ In answering advertisements, please 
take notice that letters must be sent 
to the box number, initials, name or 





address given by advertisers. 


@ Please Note!—-The N. B. G. assumes 
no responsibility for condition or de- 
scription of items listed in this section. 
All information is furnished by the 
advertisers. 














Bottle washing problems differ. That’s why NIAC 
are ‘‘custom-made”... 
experience in bottle-washing requirements. 


a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 


Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters solution 
water every few minutes and discharges contamination, Two com- 


partment; makes its own rinse pressure; saves water. 
welded, no castings, no breakage 


NIAGARA BOTTLE WASHER MFG. CO. 


TOLEDO 5, OHIO 


225-27 FIRST STREET ° 


with over 20 years of specialized 





FOR SALE.— Meyer Dumore 12-wide 











~ FOR SALE.-—-Plant; Liquid 12-spout, Liquid 3-com 
FOR SALE cooler, all perfect condition; 4 trucks, sirup room partment double-end qt. washer, may be seen in 
equip., bottles, cases and goodwill $15,000; real operation, $35,544); 1 man hook-up consisting wu 
. julp., ; ’ ana 4 * : ’ -4 J . 
Business Opportunities, Bottling  Es«tubli-lbment« estate optional at $20,000; in business 52 yrs.; So t-wide Meyer washer, 1 Dixie auto. filler, splits to 
sick, must sell—-WARREN SMITH, 125 Landis qts., also water filtering units, price $1,500 com 
Ave., Vineland | 2.-2 plete; World rotary auto. labeler, body, neck and 
FOR SALE Beve rage plant; located in thr foil on splits to qts., body and neck on qts., STO 
img community uw tate of Ohio equipment ut rotary retort tor sterilizing chocolate, 40-case Cay 
excellent condition yood d tribution 7 2. national FOR SALE Profitable, well-established bot con plete with 3 ets of baskets, $575 © fon 
drink ind a real opportunity for a person who can tling busimess; a real buy ; located 1 outh central BOX 766.—3.-1 
hecome active in this busine reasons for selling N. ¥ tate; known for 25 yrs. » bottler of finest 
| vali 1o © ‘ 1 fill } eo fi ors 
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I have decided to retire from beverage busines FOR SALE..-1 No. S30 Standard Knapp case 
bottling plant doing WO to 100,000) cases per yr. packer; new in 1946; completely rebuilt in 1951; 
3 private label reg trade ERE 5 30) OPETRON equipped with air table; motor spec. 220 volt, €4 
yrs. ; loc aie : Pipe a} Conn a pote, ted en 7 cycle, 3 phase 4% hp weatherproof, totally enclosed 
ood going bottling busine reply ys J» BOX a price $1,800 {.0.b. Buffalo; includes new and used 
setae FOR SALE pare parts. PEPSL-COLA. BUFFALO. BOT! 
: CORP., 52 E North St., Buffalo, N. Y 3-1 
FOR SALE ce tate fully equippe Machinery, Apparatus, Materials, Bottles, Boxes 
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for ALL 
CARBONATED BEVERAGES 


PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. 
WEST COAST: H. R. LAIST COMPANY 


SAN FRANCISCO, CALIF. 
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MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 
EASY TO MIX 


D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE. LONG ISLAND CITY 1, N Y 
1901 PAYNE STREET, LOUISVILLE, KY 





4-WAY TESTA AE Sx! 


=H Gives So Much PROTECTION 
against FOOD-SPOILING 


BACTERIA! 
2. Water Softening Action 


| 








3. Penetrating Action 4. Rinsing Action 
peut 4ag, 
> Pe %, 
. WRITE THE DIVERSEY CORPORATION 


1820 Roscoe Street, Chicago 13, Illinois 
TODAY 


In Canada. The Diversey Corporation (Canada) Ltd 
> . Lakeshore Road, Port Credit, Ontario 


Pa, 

po Or, 

» "en, 

° 
Tn Pus 





WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 
ROOT BEER CO. 


2800 W. Talman Ave. 
Chicago 18, Ili. 
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SPECIAL 
ANNOUNCEMENTS 





BOTTLERS 
TRADING POST 








MACHINERY SPECIALS 


Complete 20 spout Cem line 

Complete 28 spout Cem line 

Complete 40 spout Cem line (used 2 yrs.) 
Commuicate with us regarding the above or 
any other equipment you may require. 


BOTTLE SPECIALS 
500 gr. 7 oz. ACL green 
1000 gr. 61/2 oz. flint 
5000 1/2 depth quart cases 
10,000 24/12 oz. cases. 


AIDMON 
BOTTLE & SUPPLY CO., INC. 
7615 Third Ave., Brooklyn 9, N. Y. 


Beachview 8-3450 
EMRE 





We Will Buy (And Sell) At Any Point 


Any Quantity of Emptied 10-Gelion Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; 
and Also Wooden Kegs, Barrels and Steel 
Drums. 


BUCKEYE COOPERAGE CO. 
3803 Orange Ave. Cleveland 15, Ohio 





Chates S JACOBOWITZL @. 


3071 MAIN STREET BUFFALO 14, N. 7 AMHERST 2100 


THE LARGEST STOCK 
OF GOOD EQUIPMENT 


We have the stock of 
model beverage equipment in this country 


In our Buffalo factory and also in our export 


















good late 


largest 










warehouse in Brooklyn, we have _ bottle 
washers, fillers aturators, coolers, syrup 
room equipment, labelers, crowner etc. No 





matter what your needs, why not communi- 






cate with us. If you want good equipment 






you will find it at Jacobowitz. If you want 






cheap equipment, that i omething else 





again 
But any condition, why not see 
have for you 






what we 







Remember too, we are always interested in 
buying your surplus equipment for cash. 






Sewing jhetione Industry for over 30 Years 
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CLASSIFIED 
ADVERTISING 


FOR SALE Stainless steel Jensen plate type 


ter, 36" ~« 36": York treon compressor with 4 
11P motor, now in use, replace larger unit March 
15: 15-head Liquid bottle mixer, 6 to 12 oz. bottles; 
2 4” Intileo filters, 1 quartz and 1. carbon 
SEVEN-UP BOTT. CO., 254 W. Princess 5St., 


York, Pa ol 


FOR SALE Liquid low-pressure filler; 1,000 
I Liquid recirculating stainless carbonator; 70 
yp Permutit water treating ystem; 105 HP 
| jid Red Diamond tainles teel water roling 

r 10 dise s p filter witl initary puny 
i t » 100-¢ stainle teel mixing tank 
is good as new: would like to sell whole line, but 
l individually at reasonable offer 3 ee 


\ ‘ 
BON 775 3.-1 


FOR SALE.—500 to 600-gr. emerald green 
j-oz, ACL 7-Up style bottles, uniform lot, $2.75 
1 flint ACL T-oz. 7-Up style uniforn 





’ 75 per gi 2)-er. emerald green 6-02. 7 
tye mall name on shoulder, $2.25 pet 
WOgr. flint 6 ame as above, $2.! 

le now QO. R., BOX 767 
FOR SALE Ful iuto. Dixie F with Reeve 
, ils for 6-0z. to 32.—HATHAWAY'S, 1701 
>.-1 


W. it Sioux City, Lowa 


FOR SALE Dixie F Reeve lrive, fully aut 
rd ndition.-Q. S., BOX 768.—-3.-1 


FOR SALE.—Extra high Liquid Super, Kleen 


2 wide, 6-compartments, pints and 
11'6” long, 7°11” wide, 10’8” high; recently 


washer 


mpletel »verhauled including new carrier chain 
ndition; being replaced about April 20 
Inge i WHITE ROCK CORP., 200 
Van Dyke St., Brooklyn 31, N. ¥ 3.-1 
FOR SALE.—-Cem equip.; Cem 5) filler and 
rowner, purchased Aug, 1947; Cem mixe 12-head 
t ra set bottling equiy purchased Aug 
47 ( 1. OO) pal iturator, purchased Sep 
LMT ( l ead hased Jul 1951 
(Ce Ono t ate i the midwest 
e ar etails v Q. N., BOX 
ay | 
FOR SALE.--Cem 20 filler Cem 14 filler; 
Miller Hyd 1™)-10) BPM, tully auto. bottle 
. Potter & Rayfield, type 4 water cooling 
ter $< nder, ice machine, V-belt driven by 
10) FLD? is motor; Crown Cork & Seal 250 Nepro 
persaturator Special 60” dia tainle teel 
cumulat table, pedestal base, roller chain drive 
Yi 1 mot Machinery Service, Louisville 
IS-spout acuul filler j-head n el FE Jumbo 
ner ill equip. except Cet 14 may be seen 
I perat until March 15 CHARLOTTE 
CHEERWINE BOTT. CO., 2305 Hutchison Ave 
Charlotte, N. ¢ 3.-1 
FOR SALE WW) pal, per Liquid carbona 
r with motor n good miditior $275 at pre 
tio 1 + { ty T t ‘ 


NEY, 1004 N. 10th St., Independence, Kar 


FOR SALE ] iquid Red Diamond 12 pout 
filler No. 579, Liquid Super Kleen 4-w 2-c washer 
N LSIDS8; both in dition ; replacing 

sacrified ; sepa 


BOTT. CO... 





excellent cor 
; need space; will 

rately or as unit DR. PEPPER 
vv 1-3 


South Fallsburg, N y 


FOR SALE if O&] aut ota lahe 
1 i le sy e for bod neck and foil 
l oo i DD nd t OM-g 
! i nat 2 NH Inte na wat 
MICE! LOUILPMENT CORP POS 
Be Street, Brooklyn 33, N. Y¥Y.—2.-2 
FOR SALE ( - 1 r; DOO gr Cem 
turat Cer 12-head tumbler Meyer Dumore 
2 26" water filters: 10 HP water cooler 
a” ilating table a © BOX 774 l 


FOR SALE.—2 1,200-gal. Cyprus water tank 
| 12 it ] iu ( 

-BRYCE’S BEVGS.. Lord Ave., 1 
ee 


CLASSIFIED 
ADVERTISING 


FOR SALE. 32-spout Liquid low-pressure 
siruper and filler with Jumbo CCS automatic 
crowner: 8-wide Liquid Super Kleen washer; 500 
gph Liquid Life Time carbonator; World rotary 
iutomatic labeler; 36” rotary accumulating table; 
2 100-gal. stainless steel tanks; 10 dise Star Liq- 
uid sirup filter; would like to sell all, but any 
reasonable 6ffer for all or part will not be refused 

P. T., BOX 740.—12.-tt 


FOR SALE.—5-wide Liquid Universal soaker; 
IZ-spout Red Diamond filler; 250 gph Red Dia 
mond carb.; 5 hp York compressor with stainless 
teel cooler; all equip. but the cooling system new 
in 1947, used only 2 yrs P. O BOX 73h. 
12.-tf 


FOR SALE.--Cem 40 model B filler and crown 
er, good condition, available in Mar. 1953; also 
SOU gph CCS stainless steel saturator, available 
now.—P. P., BOX 736.—12.-tf 


FOR SALE 6-wide Heil 1941 soaker; any 
reasonable offer accepted; must make room avail 
ible Pp. Q., BOX 737.—12.-tf 


FOR SALE.—2252 cases of new Lemonette 
bottles, packed 30 bottles to the case in Grapette 
wooden cases; 200 gr. new Lemonette bottles in 
original containers; 2400 cases of new Orangette 
bottles, packed 30 bottles to the case in Grapette 
wooden cases; make offer.—-MR. DAREL E 
SIMON, 104 Main St., First National Bank Bldg., 
Oshkosh, Wisc.—7.TF 


FOR SALE Cer 20 siruper-filler-crowner ; 
plits to qts.; excellent condition; immediate de 
livery.—P. N., BOX 734.—12.-tf 


FOR SALE Model B Dixie, serial No. 361; 
priced low for-immediate sale; storage space 
needed P. G., BOX 725 11.-tf 


FOR SALE 6 oz. beautifully decorated color 
pple 


emerald green bottle especially good for 


club soda—GOLDEN AGE BEV 


ringer ale 
CoO., IN¢ 600 E, Exchange St Akron, Ohio 
er’ 

FOR SALE 2 OOO gal tainle steel Cem 
irbonator, $2,250 ®M-head Liquid pint mixer 


PEPSI-COLA 


Indianapoli 


$2.0), thoroughly verhauled 
BOTT. CO., 1030 East New York St 
2, Ind 1.-tf 


FOR SALE everal indred gro Hire 12 

ACL bottle packed and available r 
Lisate hipment CANADA DRY BOTT. CO 
727 King St., Charlest 5, 4 2 -tf 


mine 


FOR SALE W-spout Liquid t 1 4-12 
ilt-pint Liqu ttle i ‘ Ss wid Ermold 
beler 10-wide Ermold labeler 15-head quid 
mixe 2 Jumbo crowner 1 4-12 ilf-pint to qt 
Meyer w e! GOLDEN AGI BEY CORP 
Youngstown 2, OF 4 , 


FOR SALE D&L hyd wa TOS 
wit ito i! ad fair conditio tH50) i 1) 
1 pal lrain crock, 60-gal torage crock ill 
wv $50 ca t.o.b. Cadilla Mi EVEN-UP 
BOTT. CO., Cadilla Mi 2.2 
FOR SALE I2-spout Red D ' lit 
nt it iwide | j L's i t ‘ 
J) Ke 1) I Dia 
bel plit t t liv 
Bilt bottle washer. 6- wide and-teed and ur l id 
jt > HP Kelvinat compre ill 
ited at Eau Claire W cheat f taken t 
REICHERT BOT CO Red Wing 
M yy 4 
FOR SALE.--1 Mille Hydro ttle washe 
leluxe 1 lel BH 15028 | 1) bps wit suit 
loader for an 12 unce;: nstailed Ww 
1940 rigin , ost $20,000 can tbe ught 
$11,500 ee it ir peration CLIQUOT CLUB 
BOTT. CO. OF PHILA., 1027 M ough St 
P adel 2D, Pa a.°e 





BOTTLING EQUIPMENT 


..» Rebuilt with Precision! 































































... to give you trouble-free 
production 


These units are available 


FOR IMMEDIATE DELIVERY:— 


CEM 20 filler—3 sets of stars 


PERMUTIT 750 gph water treating 
system 


MOJONNIER 31/2 x 32 carbo-cooler 
MEYER DUMORE 8w2cQ bottle washer 


10.5 HP LIQUID RED DIAMOND water 
cooling system 


CEM 250 & 500 gph stainless saturators 
CEM 28 spout filler—2 sets of stars 
LIQUID RED DIAMOND 15 head tumbler 
WORLD ROTARY auto, labeler, all sizes 
DIXIE model "'F"' auto. filler & crowner 


HORMAN 10 disc syrup filter with sani- 
tary pump & motor 


40 spout LIQUID LOW PRESSURE filler 


T2w4c MEYER DUMORE double end 
washer 


® LIQUID UNIVERSAL washer—LIQUID 12 
spout-carb., new 1947 


500 & 1000 gph LIQUID stainless 
carbonators 


CEM 24 spout auto. filler, guaranteed 


2-36"" BOWDEN water filters & paper 
polisher 


@ CEM 12 head bottle mixer 
© 6 wide HEIL 1941 automatic washer 


We have many more units available. 
Write us what you need... 


o 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO.INC. 
301-307 Powell St., Brooklyn 12, New York 
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ASIAN AN\\\\ \\WR 
FOR BOTTLING EQUIPMENT 


REBUILT AND GUARANTEED 
WRITE - PHONE - WIRE 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City 1, N. Y. 
RAvenswood 9-3173 











Partial Listing of Bottle Bargains! 


50,000 ctns. 24/12 oz. New Flint Non- 
Returnables. 
400 gr. new 8-oz. ACL 16-oz. wt. Sodas. 
20,000 ctns. 36/8 oz. Plain Emerald Gr. 
20,000 ctns. 24/8 oz. Emerald Gr. Sodas. 
400 cases 24/7 oz. Cheer Up Bottles. 
Also Numerous Other Lots... 
(28-29 & 32 oz. ACL Sodas) 
1. Baskowitz Bottle Company, Inc. 
1301 Grand St. Brooklyn 11, N. Y. 








It’s New! It’s Improved! | 
A-1 COLA BASE CONCENTRATE 
"The Cola of Superior Flavor” 


write for free sample to 
CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, Ill. 








BETTER REPAIRS WITH THIS 


BEVERAGE CASE NAIL! 


e112” LONG — 12 GAUGE WIRE 

e OVAL HEAD—BARBED BODY from head 
to center. 

@ CEMENT COATED (Cement coating adds 
to holding power and provides addi- 
tional protection against corrosion.) 

@ Will not break if bent 

© PACKED IN 100 POUND KEGS... PRICED 
AT 17c PER POUND F.O.B. PHILA., PA. 

Order your supply today. Sample upon request. 


S. ERVIN DIEHL, JR. 


1300 N. FRONT ST. PHILA. 22, PA. 
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WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY.—Stainless steel carbona- 
tors and instantaneous water coolers, all sizes: 
also Cem 40 fillers and bottle washers, 12 to 24 
hottles wide: good cash prices paid. —FIRSTEN 
BERG BOTTLERS’ EQUIPMENT CO.. IN¢ 
201-307 Powell St.. Brooklyn, N. ¥.—12.-tf 


WANTED TO BUY.--Any amount 24-0z. plais 
. emerald green and white bottle MAVIS BOT 
CQO 14460) Linwood, Detroit 6. Mict 2-33 








HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED. Flavor chemist, able to 
formulate ee ma exceptionally fine in a fruit 
base orange, from beginning to end; must under 
stand all angies of the business; this is a small 
aggressive company; will share on a bonus ar 
rangement plus a moderate salary—N. V., Box 
552.—10.-1 


HELP WANTED.-—Salesmen wanted; old es- 
tablished flavor house wants men; will consider 
side line or full time.—ESSENTIAL PRODUCTS 
CO., INC., 59 Fulton St., N. Y. C.—8.tf. 


SALESMEN WANTED. — Neeco coffee soda; 
sales manager experienced in franchising, three, 
Middle West. South, and the West Coast; men 
with vision. why can carry themselves, this is 
opportunity for opening territories for the onl 
new drink with the widest appeal—_THE NEEC 
COMPANY Div of the ATLANTIC EXTRACT 
ete INC., 134 Fulton Street, Boston 13, 

ass ) 


HELP WANTED. — A reliable manufacturer 
elling nationally to the bottlers and beverage 
manufacturers, for many years, is desirous of add- 
ing a few men in valuable and productive open 
territories; these men should know the industry 
and possibly have another line which they are now 
selling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
line—already established and well known, here is 
in unusual opportunity to substantially increase 
your earnings; write fully, stating experience, 
lines handled and territory covered; all replies con 
fidential—-O. I.,—Box 603.—6-tf 


HELP WANTED.. -General tiles mer.; well 
established brewery in eastern metropolitan area 
lesires man with complete background in sales and 
merchandising in brewery or kindred industry; 
must have ability to train and supervise in both 
ictivities and to formulate ind carry out ale 
poles tate ive experience, complete details 
ind ilary desired in first letter; all replies will 

» kept confidential.—O. O., BOX 764 3 


REPRESENTATIVES WANTED Salesmen 


now calling on bottlers to handle non-competitive, 
money-saving product needed | bottles Write 
u uur territory and present line handled BON 
778, c/o National Bottlers’ Gazette, 9 FE. 35th St 


New York 16, N. ¥ 


WORK WANTED 





Situations — Salesmen, Bottlers, Foremen, Helpers 
POSITION WANTED \ sale manage 
im well versed in advertising, merchandising, pro 
motion, training of routemen, etc.: over 2O vear 
experience; in position to relocate married have 
mutstanding record as producer; would prefer of 
eration doing at least 4% million case Q.F., BOX 

i04,-—2.-2 

POSITION WANTED Position as bottler 
mall plant in Florida; can repair all bottling 
quipment available at once rensonable ‘lary: 

further information write QO. T., BOX 769 

POSITION WANTED General manager; 
thorourhly expenenced TT il pha bottling 
peration; outstanding performance record mat 
ried, tametly R B BOX 7Ti7 8 ie | 


4000 cases 1/2-gal. Amber steinies packed 6 in wood 


case. 

175 cases syphon bottles packed 6 each wood case 
with heads. 

75 cases syphon bottles packed 6 each wood case 
without heads. 

10,000 cases Flint 12-0z. export shape beer bottles 
packed 2 doz. pouee cases. 

1250 gr. 61/2-0z. Emerald Green beverage bottles, 
initial on shoulder, packed in paper crate service 
cartons. 

3000 cases Grapette bottles. 

3000 cases Orangette bottles. 

4000 cases Lemonette bottles. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave. Cincinnati 14, Ohio 





FOR SALE 
20 Ib. CO» Cylinders 
Approx. 400—5'/2" x 51" 
Complete with valves and caps 
BURDETT OXYGEN CO., Dept. JW 
3300 Lakeside Ave. Cleveland 14, Ohio 





FOR SALE 
150M - 12 oz. Partitions. 
$45.00 per M delivered 
radius 700 miles of Buffalo, N. Y. 
Lots of 2500 or more. 
7000 7 oz. Shells, O.S.dimensions 
1OV/2" x 164" x 73/4" hi. 
BISON BOTTLE COMPANY, INC. 
28 WASSON ST. BUFFALO 10, N. Y. 








NEW PARTITIONS 


All Types—Direct Factory Shipments & Quotations... 


BUY - SELL - EXCHANGE 
BOTTLES AND SUPPLIES 


M. WALSH, 8201 4th Ave., B’klyn, N. Y. 


Phones: LE-4-1357, SH-5-5856 


FOR SALE 
700 gross, 8 oz. Tall Flint Sodas, New 
300 gross, 7!/2 oz. Tall Flint Sodas, New 
30,000 cases, 12 oz. Emerald Green Ales, 
Balantine style 
10,000 cases, 12 oz. Export Shells, paper parti- 
tions, 24 ea. 
10,000 cases, 12 oz. Steinie Shells, paper parti- 
tions, 24 ea. 
3,000 cases, B-1, ACL Emerald Green Bottles 
& Boxes 24 to '/2 depth case 
30.000 cases, Used 2 doz., 12 oz. amber select 
Beers 
We buy al! surplus bottles and Crowns 
PENN BOTTLE & SUPPLY COMPANY 
5619 Cherry Street Phila. 39, Penna. 














FOR SALE... CO» VALVES 


CO. valves, $1.25 each in lots of 50 or more. 
Samples sent upon request with check for 
same. All orders C. O. D. or paid in advance. 


ALBERT KAPLAN 


233 N. 2nd Street - Philadelphia 6, Pa. 
Walnut 2-2326 








WE BUY—SELL 
BOTTLES ... CASES 


Any type .... large & small Quantities. "An 
exchange can be arranged''— contact 
OHIO BOTTLE AND SUPPLY CO. 


420 Morgan Avenue Akron, Ohio 
Akron Phone: PR 3-5145 Cleveland Phone: UT 1-3791 











ALWAYS BUYING 


Soda Water Tanks —Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 


FOR SALE 
FROM CLOSED BREWERY 


Quart bottling line consisting of Meyer 16 
wide 5 compartment Washer, Meyer 34 spout 
Filler, Jumbo Model "E" Crowner, Ermold 
8 wide Labeler, Meyer Pasteurizer. Also com- 
plete pint line. Will sell all or part; no reason- 
able offer refused. 


PERRY EQUIPMENT CORP. 
1419 N. 6th Street Phila. 22, Penna. 





Nationa! Bottlers’ Gazette 








THE LAST WORD 
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“7 HERE'S no doubt about it: the nation’s 
food stores are the prime purveyors of bottled 
soft drinks. In fact, according to continuing 
surveys of bottlers’ sales conducted by N.B.G., 
approximately 659% of this industry's total 
volume is done through food stores. So, it's 
clearly apparent that supermarkets, indepen- 
dent groceries and the like rate special mer- 
chandising and marketing attention . . . and 
that’s one important reason why the “big” 
article in the “Gazette” this month is “How to 
Build Your Food Store Business.” 


This issue is “loaded” with first-hand reports 
of about ten state bottlers’ conventions. If 
you take the time to examine what was said to 
and by the bottlers attending these meetings, 
you can’t help but note that the problems fac- 
ing bottlers differ sharply, either by degree 
or type, from one section of the country to 
another. For instance, at the southern meet- 
ings, the chief concern was how to remove 
the shackles of stifling 80c pricing. But, at 
conventions on the West Coast, where the 80c 
price is as dead as the Turkey Trot, chief in- 
terest was focused on discussions on how to 
get more business. There’s one problem, how 
ever, that has been receiving plenty of con- 
sideration at all state meetings: deposits. 


Everywhere N.B.G.’s Editors go-and they 
travel tens of thousands of miles each year to 
keep abreast of shifting conditions—they in- 
variably ask the bottlers they meet: “What's 
Your Big Problem?” Two months ago, we 
introduced a new inquiring-reporter-type col- 
umn in which we published the bottlers’ an- 
swers to this question. Many readers found it 
so interesting (probably because it is nice to 
know the other fellow has headaches, too), 
they asked for ‘more.’ So, in this issue and 
in subsequent ones, you'll find lots of bottlers 
talking up on their “Big Problem.” 


Lest you feel that state conventions mo- 
nopolize this issue of N. B. G., we'd like to 
point briefly to some of the other editorial 
highlights in this issue, among them an article 
on the development of a special ‘bottlers’ ’ 
sugar; a Case-in-point article on vending in 
military installations; a case study of how 
one bottler multiplied his business by redesign- 
ing his package, and a detailed report (with 
pictures) on a relatively new bulk sugar han- 
dling system. 


® Whether you use Citric Acid regularly or 
only occasionally, in large quantities or in 
small, Pfizer is anxious to talk citric with 
you. There’s a type and a container size to 
meet your requirements. 

If you use money-saving Pfizer Anhy- 
drous Citrie Acid, you'll find it in the fol- 
lowing mesh sizes: granular, fine granular, 
powder. Conveniently packaged in 25, 50, 
100, 225*, 250°" Ib. drums. 

Pfizer Citric Acid U.S.P. is available in 
these mesh sizes: granular, fine granular, 
fine granular xx (for confectionery use), 
powder. Packaged in 25, 50, 100 and 220 
Ib. drums. 

Order Citric Acid from Pfizer today. Your 
most dependable source for nearly three- 
quarters of a century. 


powder 
“*pgranular and fine granular 


CHAS. PFIZER & CO., INC. 
630 Flushing Ave., Brooklyn 6, N.Y. 


Branch Offices: Chicago, IIl.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga 





Manufacturing Chemists for Over 100 Years 


Whether Your Needs 


Small or Medium 


LITRIG 




































Are Large 


Pfiser 


CITRIC 
ACIO 


Pfizer 


CITRIC 


ACID 












oole «Jen 


JACKSON, MICHIGAN 


Tke nine root beer 


flavors we 
make cover th 


e entire range of 
flavor-characters and Strengths 
Popular today... from Pungent 
Sassafras to mild 
++ from 4-ounc 
“4-Ounce without 
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